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Note how much more brilliant, though 

without glare, the cases in Lord & 

Taylor’s. New York City, are than the 
balance of the store. 








Several miles of Frink reflectors are used 
in Sak’s, sth Avenue, New York City. 





_ permit of cleaning the plate glass behind the reflector. The wiring trough 








Macy’s, New York City, depends entirely on Frink show card reflectors. 


Show Case Illumination with Linolite Lamps 


Show cases being miniature show windows, the same exact care and 
thought should be given to their illumination. 

With all the requirements of show case illumination in mind, we have 
perfected a reflector that in the many hundreds of stores using it exclusively 
gives perfect results. 

First, because of our Linolite lamp, we are able to make the reflectors 
very narrow and inconspicuous. These lamps are but one inch in diameter 
and especially made for longitudinal position. They give a continuous non- 
spotty line of light. 

Our standard reflectors are made to install easily and wire easily. They 





is removable. Write us for Circular 81 or suggestions in any problem that 
you have in mind, 


235A enth, Avenue New York C,ty 
> SEP Bediches in All Principal Cities 














That woman who, 
taken collectively, 1s 
your biggest and best 
customer for ready-to- 
wear and accessories 
—the average man’s 
wife, sister or mother. 
The great ultimate 
consumer of American 
womanhood who buys 
perhaps conservatively 
but often. 

She is up to the 
minute in style, quick 





Window Displays by Marshall Field and Carson-Pirie-Scott. Wax Figures by 


J. R. PALMENBERG’S SONS, Inc. 


1412 Broadway at 39th Street, New York 


SAN FRANCISCO 
11 First Street 


BOSTON 


CHICAGO 
26 Kingston Street 


204 W. Jackson Blvd. 





to appreciate value, 
sensible, intelligent and 
modern without that 
ultra-modern sophisti- 
cation that demands 
the eccentric or the 
grotesque. Your mer- 
chandise displayed as 


in the manner worn 
on figures such as 
these will exert an 


irresistible appeal to 
the American woman. 
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IN THIS ISSUE 


The September “DISPLAY 
WORLD” is a well-rounded. re- 
view of displays in a wide range 
of business. Of marked interest 
‘to public utility displaymen is 
“Governing a Hundred Utility 
Windows,” a discussion of the 
activities of the Consumer Power 
Company’s. display department 
at Jackson, Mich. “Schemes for 
Christmas Interiors” will be 
helpful to all types of stores, 
and “Hallowe’en Windows and 
Events” supplies ideas for the 
next important holiday. A wide 
variety of shirt trims is shown 
in the illustrations for “After- 
maths of the Eagle Shirt Con- 
test,” one of the chief furnish- 
ing goods competitions of the 
year. Coal and fishing tackle 
windows are also dwelt upon. 


For quick perusal of the num- 
ber, the subject-matter has been 
classified in the following order: 


DEPARTMENT STORES 


“With the New York Display- 
men,” page 8; “Helping to Re- 
juvenate an Industry,” page 24; 
“Putting the Burden on the Win- 
dowdow,” page 30; “Beneduce— 
Exponent of Modern Art,” page 
34; “How I Secure Ideas for 
My Settings,” page 36. 


CLOTHING 


“Aftermaths of the Eagle Shirt 
Contest, page 11; “What Cloth- 
ing Gains from Novel Sets,” 
page 12; “Merchandising a West- 
ern Holiday,” page 26. 


HARDWARE > 


“Hardware Windows Need Not 
Be Dull,” page 60; “Fishing 
Tackle Bids for Window Space,” 
page 32. 

FURNITURE 


“Timely Plans for Furniture 
Trims,” page 40. 


SHOES 


“Stressing the Shoe’s Style 
Appeal,” page 56. 


NATIONAL ADVERTISERS 


“Display as It Affects the Na- 
tional Advertiser,” page 58. 


CONVENTIONS AND 
PAGEANTS 


“Conventions and the Exhibit 
Manager,” page 62. 
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[Ge Botanical Decorati 


THE DISPLAY WORLD 


Our New Ftoliday Line is 
‘Ready for Your Inspection 


[? comprises a selection of decorations 

different, more beautiful, and, in our 
opinion, superior to anything ever pro- 
duced, even by ourselves. It will be to 
the interest of every displayman to see 
the Botanical line before deciding on 
Holiday decorations. 


Our salesmen are now on their way to 
you. 


Our show-room in Chicago will prove 
a revelation and inspiration should you 
come to the city. 


Our catalog, illustrating a complete line 
of staple Christmas decorations and 
many pretty special pieces, is yours for 
the asking. 


(ESTABLISHED 1896) 


319 to 327 West Van Buren Street 
Chicago, Illinois 
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Readers’ Letters Approve Our Efforts 


ROM month to month this page is dedi- 
cated to discussion of topics of prime in-+ 
terest to The DISPLAY WORLD family. 
Its basic purpose is to present the pub- 
lisher’s views upon developments in the 

display field and The DISPLAY WORLD’S service 
to that field. This month we will frankly “talk shop.” 
Letters from our readers serve as our service ba- 
rometer. The bouquets inspire the editorial depart- 
ment to greater effort, while subscription cancella- 
tions are reminders that there are kinks in the pub- 
lication’s service that need. straightening and cause 
the department to gird up its loins for more effective 
effort. 

When a reader takes time to pen a letter of appre- 
ciation the publisher knows that his policies are win- 
ning ground, and when such letters come in numbers 
he is reasonably sure that his publication is coping 
with the requirements of its field. Hence, we are 
glad to note that congratulatory letters are piling up, 
and, because they are so hearty and gracious, a group 
of them are presented in the following paragraphs: 

“Am sorry to have delayed this, but have been taking care 
of displays and going home to Elgin over the week-end for 
the past month, but hope you will not stop my magazine for 
I want it as long as I am in the display game.”—Walter L. 
Heuman, Display Manager, Ziesel Brothers, Elkhart, Ind. 
o—_ 

“I do not know if The DISPLAY WORLD is greatly in- 
terested in the commendations of its subscribers and readers 
—the Merchants’ Record would not be. But, in any event, | 
shall risk a word of praise for the August issue, just received, 
which I have read with more genuine interest and apprecia- 
tion than I would have believed possible. 

“Beginning with ‘In This Issue’ and its convenient and 
inviting presentation of contents, then following with “The 
Coast Breaks With the I. A. D. M.,” a fair and just, though 





stern arraignment of the conduct of that organization, then 
proceeding with article after article packed tight with in- 
teresting and competent information on display and its most 
vital aspects it would be difficult to imagine a better com- 
piled issue. Verily when publishers and editors and writers 
such as these do exist and thrive, the displaymen’s craft may 
well hitch up its suspenders and begin to respect itself.”— 
Guy H. Reeder, Display Manager, J. Mimnaugh & Co., 
Columbia, S. C. 





ieee 

“Please renew my husband’s subscription to The DIS- 
PLAY WORLD for two years. He has, indeed, found it 
very helpful and valuable, and both myself and daughter are 
as anxious as he is for it to reach our home. We can cer- 
tainly boost The DISPLAY WORLD and are very glad to 
renew the subscription, especially at the special renewal 
rate.”—Mrs. Ralph L. Walker, Kansas City, Mo. 

—-——_ 0 ———_ 

. “Will you please change my old address to Box 305, Gas- 
tonia, N. C.? I did not receive my last issue until the last 
of August. Will you please make this change right away, 
so I will not have any trouble in getting the September issue ? 

“T have not been taking The DISPLAY WORLD long, 
but I think it is one of the finest magazines I have ever read. 
It has helped me out so much in my window dressing. We 
are putting in a new front and also new store fixtures, and 
I think that I will have some good pictures of my windows 
to hand in.”—Paul Kennedy, Display Manager, Kirby’s, Inc., 
Gastonia, N. C. 








-0O 

“Please accept my sincere thanks for your very thorough 
letter of the 24th instant. Such interest is worthy of thorough 
appreciation and I do want you to know that I consider this 
‘real’ cooperation. Your ideas, I think, are very, very good, 
and I shall take this window plan under advisement for the 
new windows that we shall install.”.—Harry Miller, The 
Vogue, Chattanooga, Tenn. 





a akaters 

“T find The DISPLAY WORLD a source of great help 
and inspiration to me, and am now anxiously awaiting the 
next issue. Best wishes for your publication’s success through 
the years.”—J. W. Grimes, Display Manager, A. W. Cox De- 
partment Stores, Bluefield, W. Va. 
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Times to Use the Scenic Background 


For Special Events or Presentation of Goods Requiring Atmosphere 
They Are as Vital as in Hadley & Verbeck’s Displays 


CENIC back- 
ground are as es- 
sential as the mer- 
chandise shown 
before them in 

displays which are designed to 
create interest in the employ- 
ment of the goods. For special 
events and tie-ups with current 
happenings they are the most 
satisfactory means of gaining 
the public’s attention. 





Seeing is believing. Dem- 
onstrations of their use are 
always more convincing then mere designs. Hence, 
when stores hundreds of miles apart, use them with 
equal success for sales that feature goods of utter dis- 
similarity, the manner in which they put them to work, 
and the measure of gain that they derived from them, 
are valuable gauges of their efficiency. 

When Wilmington, North Carolina celebrated her 
annual “Feast of the Pirates,’ on August 10-11-12, it 
was quite natural that the local stores should make the 
most of the gala days. Community spirit it was, but 
in all of these efforts there is a germ of store advertis- 
ing and the store rises in public esteem as it demon- 
strates civic pride in its displays. 

It is significant that a chain store won first prize in 
the window contest which featured the occasion. Chain 
stores are none too popular with independent retailers 
and these opponents exert themselves to the utmost to 
check chain expansion and to prevent them from win- 
ning public favor. Facts are not at hand to indicate 
how the business people of Wilmington regard Efird’s 
making all the more interesting the capture of first prize 
by the Wilmington unit of this group of stores. 

Clarence Hadley, in charge of the firm’s displays at 
this store, fashioned an artistic portrayal of a pirate 
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Timber Wolves Baying at the Moon Bring Sense of Frigidity to Verbeck’s Fur Showings 


cove, using piles of white sand and potted palms to com- 
plete the tableau made possible by his temporary back- 
ground. This was a huge affair that stretched over the 
entire breadth of his permanent background and showed 
a quiet harbor shut in by low hills. In the center was a 
pirate ship, sails spread for a hasty departure, with the 
“jolly Roger” flapping at the mast head. In the point 
where the backgrounds of the ell-shaped window con- 
verge stood a “pirate,” skilfully cutout, and posed as 
holding a Spanish shawl which he was lifting from a 
chest half buried in the sand upon the fleor. In his 
right hand dangled a strand of pearls, held losely as if 
but a trivial item of a recent loot. In the foreground 
at the foot of a drift of sand that banked a palm was a 
bleached skull, while at the extreme right, a vulture 
crouched. 

It was a graphic and intriguing depiction of the 
romance of piracy, and every bit of the preparation for 
the spectacle was made by Mr. Hadley, who personally 
painted the background and decorated the window. 

Hundreds of miles to the north, at about the same 
time F. M. Verbeck was installing a display of fur coats 
for the C. H. Merthe Co., Elyria, Ohio. Summer still 
held the region in its thrall and in offering the winter 
. garments, Verbeck followed 
the example of big city con- 
temporaries in enveloping his 
window with the atmosphere 
of the polar regions. Special 
backgrounds and cut out icicles 
served as his media and gave 
lustre to the group of windows 
used in opening the sale. In 
one of the backgrounds a pair 
of wolves, black against the 
frosty whiteness of the land- 
scape, bayed at a moon gleam- 
ing coldly above them in azure 
blue skies. In another a seal 
lay on a cake of ice floating 
in limpid arctic waters, over 


(Continued on page 55) 
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Governing a Hundred Utility Windows 


How Westerman Manages Displays for Far-Flung Chain of Consumer 
Power and Allied Stores and His Part in Opening New Building 


l1EN the Consumers Power Company of Mich- 

igan opened its new general office at Jackson 

on July 13, the increasing dependence of the 

American public upon public utility service was 

visualized. The splendid eleven-story building, 

designed to house the force of one thousand 

office people who have supervision over the operations of the 
company and its allies, was not a speculative struct ire, de- 





pendent upon transient tenants for a large part of its revenues. 
Every floor had been arranged to meet the needs of a de- 
partment, and utility had been the dominating passion of the 
builders. 

Save for the points where the public is brought in contact 
with corporate operations, beauty and ornamentation have 
been subordinated to the quest for comfort, light and ventila- 
tion for the office staff. In the elevator lobbies, the entrances, 
the show and counting rooms, strikingly har- 
monious blending of colors and material, to- 
gether with ornamental design and impres- 
sive fixtures, are noticeable. Entrance doors 
of bronze, a vestibule decorated in variegated 
colors and gold leaf, with walls and floors 
of marble, are rich with ocular appeal. The 
show room is floored in rubber tiling and 
the ceiling is in ornamental plaster of oc- 
tagonal design. The walls at the top of 
wood wainscoting 4re of plaster blocked out 
into stone effect, and the woodwork is of 
selected black walnut with a wax finish. 

The color decorations on walls and ceil- 
ings are of the Italian Renaissance design, 
being a replica of the interior decorating 
scheme followed in the famous Vala Ma- 
dama at Rome. The colors are of olive 
green, grayish blue, dull red and vermilion, 
blended together into a perfect color scheme 
which is set off by Florentine gold leaf, 
burnished to a dull tone, in order to har- 
monize with the marble with which the oc- 
tagonal columns are faced. 

The marble used in this room is imported 
Tavernille and Verde antique for base and 
counter tops. The cashiers’ cages have fronts 
of bronze and ornamental glass. The bronze 
work of the cages and directory board and 
the ornamental iron work are themselves 
marvelous examples of artistry and the very 
best that artificers in metal can produce. 

Of the company units which were most 
active during the preparation for the open- 
ing, there is little doubt that the advertising 
and display departments were in the van. 
Together they laid plans for an impressive 
celebration replete with interesting por- 
trayals of the service rendered by their or- 
ganization. 

Donald M. Mackie, director of advertising, 
is credited with resourcefulness that con- 
verted the traditional christening into a 
unique publicity move. Substituting for the 
champagne once used in the christening cere- 
mony a flagon of waters drawn from a long 
list of streams flowing in the territory served 
by the company, C. W. Tippy, vice-president 
and general manager, broke it upon the 
granite arch of the central entrance and thus 
symbolically joined the new structure with 
the Consumers’ system. 

The display department found it necessary 
to dress eight spaciaus windows along the 
front as well as a pair of lobby displays. 





SEEN ON OPENING DAY—Westerman’s 
showings included: Top, a view of a Con- 
sumer Power hydro electric unit; upper cen- 
ter, percolators and toasters; lower center, 
lamps; base, “Free” power sewing machines. 











September, 1927 THE DISPLAY WORD 


In addition, floor and ledge decorations were 
required for the first floor show room, and a 
host of departmental displays scattered over 
the building. 

But the display organization was equal to 
the task. It has proved its capacity in the 
six years of its existence, and, under the di- 
rection of Display Manager G .W. Wester- 
man, has assumed ‘high rank among the win- 
dow decoration units of the utility bodies. It 
had its beginnings in 1921 when Mr. Wester- 
man, then display manager for the Citizens 
Electric Company, of Battle Creek, accepted 
the task of creating this department. Prior 
to his entry into the Jackson offices, this 
work had been left entirely to the judgment 
of the various Consumers Powei Company 
districts. To keep in step with the progress 
of time and with other classes of business 
that they might better serve the public, it 
was found necessary that a utility display 
specialist be employed. 

Unlike the display men of practically any 
other class of business, utility companies find 
it necessary to employ men specially trained 
for their field, which requires a knowledge 
of art, interior decorating, designing, draft- 
ing and wood working as well as the art of 
window display. and this, of course, requires 
careful train‘ug and constant study to keep 
up with new and modern methods. The 
Consuniers Power Company has readily 
realized this fact, and each year Mr. Wester- 
man is enabled to seek new ideas with his 
studies in the metropolitan centers of the 
country. , 

Mr. Westerman started his display career 
with the Milwaukee Decorating Company in 
1913, a concern contracting both interior and 
exterior decorating. Later he attended dis- 
play and art schools and still later followed 
specialty and miniature display work, caring 
for the display problems for eight different 
classes of business in preparation for his 
present line of work. 

In addition to supervising the show room 
and show window displays, the departments 
carry huge stocks of decoratives prepared to 
meet any display requirement. These ma- 
terials are subject to draft by all company 
stores. The company has nearly one hundred 
show windows that require attention, and 
literally hundreds of show window displays 
and booth exhibits for builders’ shows, elec- 
trical shows, and fairs, and civic, fraternal 
and patriotic displays and floats are cared 
for by the department and much of this on 
exceedingly short notice. This fact and the 
distance ‘involved between districts make 
it necessary to have large quantities of 
draperies and display equipment in general, 
as frequently it is necessary to install booths 
in several different districts for use during 
the same period or like window displays for 
the same reason. Never are the same ma- 
terials used twice in the same district, and 
careful record is made of every display in- 
stalled to guard against this. 

Mr. Westerman and the department have 
been awarded many medals, ribbons and 
loving cups for the work done, some of the 
awards being in national and international 
competition. 

The standardization of displays and of 
show room display equipment has been one 
of the department’s undertakings. Show room 
and show window fixtures and furniture are 

- (Continued on page 27) 





OPENING DAY SCENES—At the top is a view of a first floor interior, while 

the upper center shows one of the many departmental educational displays; 

lower center presents Mr. Westerman’s studio; base shows a portion of the 
crowd that swarmed to the opening ceremonies. 
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With the New York Displaymen 


Opening of School Fills Metropolitan Windows With Class Room 
Scenes—S portswear and Furniture Have Prominent Places 


By COLEMAN W. McCAMPBELL 
New York Staff Representative, The DISPLAY WORLD 


UCKILY, there are 
four seasons a year, 
otherwise window dis- 
plays might become 
unbearable in their 
monotony. But just 

when summer apparel begins to 
pall on you, the windows take on 
a new alertness and you are con- 
fronted with an early showing of 
fall attire. And the window dis- 
playmen seem to have taken a new 
drink of life themselves, for they 
have succeeded in injecting that 
spirit of anticipation and ambition 
that the first cool days of the sea- 
son always create. 

Children are getting ready to at- 
tend public schools and kindergar- 
ten. Other children, somewhat 
older, are thrilled at the prepara- 
tions for their first venture away 
from home at finishing schools and 
college. Even the parents are all 
astir—whether it is the debut of a 
daughter, the redecorating of a 
house, or a business enterprise. It 
is this atmosphere of preparation 
that is reflected in Gotham’s win- 
dows this week. What with fall 
coats and dresses and hats and ac- 
cessories and _ special emphasis 
placed on the needs of children and 
school! 


At Lord & Taylor’s, Mr. Kirk- d 
patrick has one window displaying 
“Furnishings Smart. and Appro- 
priate to the Boy Going Away to 
School.” The center of attraction 
is an open wardrobe trunk from 
which are spilling sweaters, shirts, 
ties, and other supplies in a variety 
and quality that any boy would 
view them with a desire of posses- 
sion. Another window is labeled 
“The School Boy,” and has a quaint 
Engish desk containing books and 
wax models of boys wearing 
clothes. A third window is for 
“The School Girl,” and a fourth is 
for “The Kindergartner,” showing 
dainty frocks against a nursery 
type screen. 








Equally timely in appeal was Mr. 
Kirkpatrick’s window devoted to 
“Riding Clothes.” <A white railing 
and imitation grass created the 
proper atmosphere for swank rid- 
ing habits, and the International 
Polo Cup, which is to be contested 
oe for by the Big Four representing 
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VIRILE GOTHAM DISPLAYS—Top, Step Showing of Accessories by G. Kirk- the Meadowbrook Country Club 
patrick, Lord & Taylor; Center, Gas Furnace Propaganda by Ray Martin, Consoli- and the Army and India team. His 
dated Gas Co.; Base, Handkerchiefs Transformed Into Flowers on Wrought Iron famous corner window featured 


Bushes by W. L. Cardon, McCutcheon’s Cavalier hats and dresses of brown. 
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New Autumn Hat Trim by Louis V. Silver, Head Display Manager, Truly Warner, Inc—Oak Leaves and Chrysanthemums 
Are the Decoratives and the Floor and Borders Are in Tan—Fall Background Panels Are Used 


Mr. Cory, of Avedon’s, also catered to the school appeal. 
His two front windows show a realistic replica of a white 
colonial entrance of a red brick house. On the door are the 
Greek insignia of a sorority. Appropriate apparel for the 
young lady is shown. Both windows had a striking similar- 
ity but were different in detail. Mr. Cory, by the way, has 
been sent to Europe by Avedon’s on a six weeks’ trip. It is 
safe to wager that he will bring some new ideas back with 
him. 
At Best & Co. the windows again echoed the schoolboy 
and girl motif, as did the windows at Gimbel’s. One of 
Gimbel’s windows for boys showed several school room desks, 
the center desk looking very genuine with a globe on tripod 
stand, pencil sharpener attached, and open books. Satchels 
and other paraphernalia gave an additional authentic. touch. 

At Macy’s, Mr. Eldredge had an effective window featuring 
gray sports clothes for the campus. Red screens and acces- 
sories furnished a contrasting color. The screen was made 
of bright red. burlap and edged with a two or three-inch 
band of gold. It sounds very simple but looked very gay. 
Red stands, a red week-end case, and a red umbrella with 
animal design handle were also used with gay results. 

Another window of Mr. Eldredge’s which I particularly 
liked was a modernistic display of six hand-knitted sweaters 
selling at something over thirty dollars each. The window 
was completely draped with black velvet, while the sweaters 
were laid flat against a one-fold platform covered with light 
tan burlap or monk’s cloth. The top silhouette of this plat- 
form resembled half of a star. 

Four shallow windows at Macy’s on the side were very 
chic. They displayed modern German and French rugs and 
were interestingly arranged with trick accessories, such as 
stands, vases, expensive ornaments and feather flowers. The 
latter were different from any feather flowers I have ever 
seen, and I shouldn’t be surprised if they had been created 
in Mr. Eldredge’s own work rooms. They didn’t make the 
mistake of trying to resemble real flowers too closely, but set 
out to be fantastic and decorative, fully in keeping with the 
modernistic spirit. 

Franklin Simon’s seem to have inaugurated a startling de- 
parture from their patch-poster displays of Bramley’s dresses, 
for this week two windows have a background of wood, which 
is so fluted and scalloped that it resembles the columns of 
a pipe organ cut in half sections. A center panel in each 
window contains the word “Bramley” with the letters ar- 
ranged vertical fashion and illuminated from the rear. The 
background itself is of buttercup yellow, edged with gold, 
while each window contains two semi-circle platforms of 
gold on which are displayed single models of Bramley cos- 
tumes. Thus each window has two models. 


Finishing touches are being put on the front of Spalding’s 
new sports store at Forty-third and Fifth Avenue, and win- 
dow displays have already been installed. Polo and football 
togs were given major emphasis. 

Mr. Biggs, at Stern’s, devoted several windows to furni- 
ture. He used square backgrounds of cloth, solid in color, 
and a rug of practically the same proportions on the floor, 
the rug joining the background panel. The furniture was 
grouped around this central background. He also had, as 
usual, a window devoted to shoes. 


Sak’s Fifth Avenue make clever use of accessories. In 
their windows devoted to women’s gowns and costumes, in- 
dividual and expensive smoking accessories for milady are 
much in evidence. Dunhill lighters, cigarette holders, etc., 
of the same color. In one window they are of jade green, in 
another of gold, in a third of silver and black. Sometimes 
they harmonize with the costumes, and again they offer a 
contrasting note. The same idea is utilized in the men’s win- 
dows. And in all windows, an amusing‘touch are the figures 
or statuettes of metal, wood and stone. These ornaments 
are from a foot to two feet in height, and are used on tables, 
cabinets and the floor. They take the form of penquins, rein- 
deers, human figures, to mention only a few shapes, and are 
very smart and very sophisticated. The treatment is mod- 
ernistic. For instance, a reindeer of gold is bending his head 
back so that his antlers are touching his rear end. 


But then accessories are playing a more important part 
than ever before in window display. Several issues ago I 
mentioned the fact that Mr. Cory, of Avedon’s, had set-in 
cabinet panels in his series of smaller windows where he 
consistently displays accessories, such as bags, handkerchiefs, 
jewelry and gloves. Thus, when either hats or dresses are 
being shown, appropriate accessories are shown without in- 
truding. Lord & Taylor’s have for a long time emphasized 
accessories. I recall a recent window which shows a model 
wearing a daytime costume. She is standing in front of a 
mirror and console. On either side are five-step platforms 
covered with cloth material, and arranged on these platforms 
are a miscellaneous assortment of handbags, necklaces, per- 
fume, gloves, silk hose, scarfs, etc. And near the window 
glass is an open book arrangement, always a characteristic of 
Lord & Taylor windows. 

Mr. Cardon, of McCutcheon’s, was responsible for a recent 
attractive’ handkerchief window. He used a series of three 
wrought iron floral stands and so attached the handkerchiefs 
to these stands that they resembled clusters of flowers. 

Ray Martin, of the Consolidated Gas Company, continues 
to do interesting work. At present he has an interior of a 
living room captioned, “Tending the Furnace the Gas Way.” 
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PRIZE WINNING ENTRIES IN THE “EAGLE SHIRT” DISPLAY CONTEST 


Top Left, Sixth Prize, D. A. Anderson, Jr., Westheimer & Daube, Ardmore, Okla.; Top Right, Fifth Prize, E. R. Carl- 

son, Charles A. Brown Store, Fort Dodge, Iowa; Upper Center Left, Fourth Prize, T. J. Poitras, D. M. Heavenrich’s, 

Saginaw, Mich.; Upper Center, Right, Seventh Prize, A. J. Ritter, B. R. Baker Co., Toledo Ohio; Lower Center, Left, 

Fred M. Kessler, Chrisman Dry Goods Co., Joplin, Mo.; Lower Center, Right, Tenth Prize, Lucas Badger, Great War- 

drobe, Santa Barbara, Cal.; Base, Third Prize, W. B. Weaver, J. S. Wollf Co. St.‘Louis, Mo.; Base, Right, Second Prize. 
A. R. Westrope, The Utica, Des Moines, Iowa 

















September, 1927 THE 


DISPLAY WORLD 11 


Aftermaths of the Eagle Shirt Contest 


The Effects Which the Competition Produced Upon Dealers’ Sales 
and the Benefits Accruing to the Manufacturer 


3y MARY M. DREYFUS 
Jacob Miller’s Sons Company, Philadelphia, Pa. 





’ The “Eagle Shirt” window contest concluded April 30 
was unique in the opportunity that it gave displaymen to 
produce artistic selling trims of men’s furnishings and the 
importance which the judges placed upon inclusion of 
cards and sales material which impressed the value of the 
featured wares upon the passer. While they took the 
balance and symmetry of the entries into consideration it 
was evident that the appeal voiced by strong selling win- 





JUDGES GIVE PRECEDENCE TO WINDOWS WITH GENUINE SALES APPEAL 


dow cards and cut-outs was regarded as the vital feature 
of the display and that prizes were awarded to the 
trimmers who showed.the greatest ability in windowing 
the “sales story” of the product. The entry of J. B. Mon- 
teabaro, winner of first prize was a fine illustration of this 
style of display, and those of A. R. Westrope and W. B. 
Weaver, winners of second and third prizes, were close 
competitors. 








UR contest was divided into three groups, 
one for window displaymen, one for adver- 
tising men and one for retail salesmen. 
The contest for window displaymen was 
instituted in an effort to get more displays 

and to encourage careful planning and execution. The 
contest for advertising men was intended to stimulate 
advertising departments to pay more careful attention 
to detail in planning their advertising. It also was 
intended to secure for us the benefits which would 
naturally arise from a more liberal than usual use of 
space. The retail salesmen’s contest made it necessary 
for retail salesmen to carefully read the Eagle shirt 
sales manual and thus familiarize themselves with the 
selling features of our product. The prizes in this group 
were offered for the letters giving us the best sugges- 
tions for the improvement of our manual. 

Through the contests we secured a closer relation- 
ship with displaymen, advertising men and retail sales- 
men throughout the country.- We secured the publicity 
which naturally follows the liberal use of window space. 
newspaper space and advertising direct by mail to the 
consumer. Furthermore, we interested retail salesmen 





in our product in a way which would help them in sell- 
ing the consumer. 

The benefits that we derived from this can best be 
ascertained by glancing over the following excerpts 
from letters that some of the displaymen sent us. 

Of the window which proved to be the capital prize- 
winner, J. G. Monteabaro, display manager for the 
Louis Saks store, Birmingham, Ala., the installer says: 
“This was shown in one of our large island windows, 
and proved a big success in every way. The title, 
“Sitting on Top of the World with an Eagle Shirt,” 
was carried out with a large ball to portray the globe, 
and on top of this was a cut-out figure of a man with 
an Eagle shirt. In front of the globe was a card to 
explain why Eagle shirts are “sitting on top of the 
world,” indicating the strong points of fabrics, features 
and fit. This display caused a lot of favorable comment 
all over the city, and went a long way in increasing the 
sale of Eagle shirts in our store.” 

H. Pritchard, displayman for the Burnett-Smith 
Company, Athens, Ohio, writes: “The immediate sales 
were four dozen during the three days, and up to the 


(Continued on page 75) 


“Sitting on Top of the World With Eagle Shirts”’—J. G. Monteabaro’s Unique First Prize Winner Installed for The Saks Co. 
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What Clothing Gains from Novel Sets 


Three Cases That Prove the Use of Scenic and Stunt Windows 
Adds to Sales Volume as Well as to Store Prestige 


ACES turned up, mouths gaping, a crowd 

stood watching a trio of workmen as they 

tugged at the rope that was hoisting a 

piano to the fourth floor of a flat building. 

Just one of the many manifestations of 

human nature encountered daily in the rounds of a 
great city, the incident demonstrated anew the un- 


quenchable interest of humanity in the unusual. 

Novel always wins attention and, as attention is 
the forerunner of interest, and the desire which must 
precede buying, it should be the objective of the dis- 
playman who features men’s clothing. The primary 
purpose of his displays is to sell merchandise, and 
this fact sometimes influences his “boss’’ to exclude 


Hip 


i] 








from the window everything 
which is not directly related to 
the goods. 

It is true that introduction 
of material not directly con- 
nected with clothing may divert 
the attention of the passer from 
the goods on display. But what 
of the man who is not honestly 
and frankly window-shopping? 
While it may be well to center 
attention upon those who are 
ready to buy, converting the 
window into a high priced cat- 
alogue of styles and_ fabrics, 
such a policy repulses the mass 
not in the market, but passing 
and repassing the window and 
forming conclusions as to the 
character of the store from daily 
viewing. 

If the dealer will show orig- 
inality and creative ability, of- 
fering something different and 
attractive, he will make friends 
and enhance his prestige among 
the casual viewers. Such is the 
purpose of the displays shown 
on this page though each of 
them stresses merchandise, and 
forces the design to extol the 


’ goods. 


Who dares say that Clarence 
Hadley’s steamer and pier set- 
ting for Efird’s, Wilmington, 
N. C. does not make more vital 
the importance of new apparel 
for vacation? While the mass 
of spectators may not have been 
planning steamer trips, still the 
approach of their own vacations 
must have been called up vividly 
by the artful creation of. the 





WHO COULD PASS THEM?— 
How refreshingly different Clar- 
ence Hadley’s vacation display is! 
LaChance’s use of window strips 
(center) is not an innovation, but 
it is unusual, and likewise are 
Harry Harris’ giant ties (base). 











ee eee eee 


erent 








-e aT CELTS TORND 














Pe TE Me ESERIES 


RENO TN OO om 





September, 1927 


THE. DISPLAY WORLD 13 





IT SOLD THIRTY-SIX 
SUITS IN TWO DAYS 


During the first two days that 
this display was on view no 
advertising was used. E. H. 
Lisle, of McEwen-Halliburton 
Co., Oklahoma City, the in- 
staller, proudly cites sales of 
seventeen suits the first day 
and nineteen on the second. 














windowman. Before the background depicting an ocean 
liner was the picket fencing of a pier over which Hadley 
had draped coats, hats, ties, and all the accessories of sum- 
mer wear. At the right were pieces of luggage opened to 
disclose the contents, while a large window card, placed 
in a prominent position, provided the tie-up. “Your vaca- 
tion,” it read, “whether abroad or elsewhere will call for 
a new outfit.” 

Using the space immediately below his valance for 
genuine window advertising, A. L. LaChance, display man- 
ager for the Harvard Bazar, Cambridge, Mass., produced a 
response that netted nearly a thousand sales. The window 
was installed to promote “Fathers’ Day” and promised a free 
Gillette razor to each purchaser of a tie. 

“The idea of giving a razor free with neckwear was rather 
novel,” Mr. LaChance asserts, “and the result was very satis- 
factory. We gave away almost one thousand razors as a 
result of this trim and it created very much favorable com- 
ment. 

“The doorway trim featured 79 cent neckwear, the next 
large trim was given over to $1.00 neckwear and hosiery, 
while the fathers’ trim displayed shirts, pajamas and $1.50 
neckwear. Bathrobes and umbrellas were shown on the 
shelf. ‘The signs carried out the Fathers’ Day idea, the 
phrasing of one being: “Don’t Forget Dear Old Dad—One of 
These Nice Ties Will Express Nice Thoughts—Fathers’ Day, 
June 19.” Another bore the message: “Dad’s Day, June 19— 
Give Him Something to Wear—He Will Be Mighty Proud 


’ of You.” The third read: “Do You Think of Dad as Well 


as of Mother?—Dad’s Day, June 19—Here Are Many Re- 
membrance Suggestions.” 

Another unusual trim was used by Harry M. Harris, dis- 
playman for the A. G. Haberlein haberdashery at El Dorado, 
Kansas, in developing interest in “Fathers’ Day.” Of his 


window, Mr. Harris says: “I used as a background two large 
ties made of wallboard, and painted the exact colors of the 
ties which I used on the top stands in front of them. The 
idea was original and I don’t know whether anyone else 
has ever used it or not. My window attracted a good deal 
of attention and we got very good results from it.” 

A conventional window deriving its attraction powers 
from the rare manner in which it was installed brought re- 
markable results for the McEwen-Halliburton Co., Oklahoma 
City. Shown before a light colored background,.the cloth- 
ing was invested with interest through the use of a painted 
velvet panel hung in the geometrical center and paralleled 
with baskets of blossoms. The ensemble idea was used and 
the display was arranged in three units. Shirts, ties, lug- 
gage, hats, belts and jewelry were worked into the showing. 

During the first two days that the goods were on view 
no, newspaper advertising was used and the effect of the win- 
dow was gauged in the sale of seventeen suits.’ On the second 
day sales of nineteen more were repeated. 





NATIONAL GIFT AND ART SHOW HUGE SUCCESS 


The fall show of the National Gift and Art Association, 
at Philadelphia, Pa., August 22-27, was attended by hun- 
dreds of retailers, buyers and shop owners. 

A group of prizes for the best wgndow display of gift 
and art wares by jewelers was awarded by John Honold, mer- 
chandising expert for Bonwit-Teller’s, Philadelphia, to the 
following: First prize cup, Knauber’s Jewelry and Gift Shop, 
Buffalo, N. Y¥.; second prize, Pickett & Stuart, Concord, 
N. H.; third prize, Bunde & Upmeyer Co., Milwaukee. Prizes 
for best interior displays were given to Mrs. Jane Merrick, 
The Inn, Buckhill, Pa.; Knauber’s Jewelry and Gift Shop, 
Buffala, and Peggy Hammond, New Rochelle, N. Y. 





“After Sport Comes the Bath,” a Heater Display by John M. Ryan, Empire Gas & Electric Co., Auburn, 1 Sp - 
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Schemes for Christmas Interiors 


Types of Decorations Used Successfully for Promotion of H oliday 
Sales—Theatrical Effects for the Toy Department 


EPTEMBER’S advent to the mass of hu- 
manity signalizes merely the approach 
of autumn. The warmth of summer and 
the brightness of the summer sun attends 
it, but shortening days and a rising tide 

of color in the landscape as nature dons the gold and 














russet of the harvest period proclaim the growing age 
of the year. To merchants and displaymen, September 
brings thoughts of Christmas and the busy holiday 
season which precedes it. ‘ 

It is none too early to plan display settings and 
store decorations for the holidays. With the buying 
public attuned to shopping 
from Thanksgiving on through 
the “buy early” campaigns 
which have been staged for 
several years, it is only good 
business to prepare to fully 
utilize the opportunities of the 
season beginning with the day 
after Thanksgiving and day 
by day thereafter until the 
great gift holiday is reached. 

Plans for interior decoration 
are not as speedily drafted as 
window settings. There is 
much more space to cover, and 
the holiday motif must be 
stressed so much more con- 
sistently that it behooves the 
designer to shape his decora- 
tions early. 

Flowers, foliage, and banners 
have long been used copiously 
in holiday interiors, and the 
variety of the forms in which 
they are employed is legion. 
The latest addition to the list 


ing greater favor with each 
season. 

When Andrew Matzer, dis- 
play manager for the F. & S. 
Lazarus Co., Columbus, Ohio, 
set the stage for Christmas 
activities, the toy department 
was transformed into a _ veri- 
table fairyland, alive with col- 
ored pictures and lights. Each 
of the twenty-nine great pillars 
that support the ceiling re- 
ceived a very unusual decora- 


FROM MIDWESTERN STORES 
—Top, A. A. Matzer’s decoration 
for the F. & R. Lazarus Co. toy 
department, Columbus, Ohio; cen- 
ter, main aisle at Stewart’s, Louis- 
ville, Ky., decorated by M. F. 
Hershey; base, L. S. Ayres Co. 
decoration, Indianapolis, by J. R. 
Patton. 


of suitable decoratives is the . 
poster which has been obtain-. 
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tion. They were covered from the ceiling down to about eight 
feet from the floor with a bright picture based upon a well- 
known nursery rhyme, the scene running all the way around 
the column, To the bottom of these pictures, six-inch strips 
of material of all colors were sewed lengthwise, forming a 
pointed finishing edge about eighteen inches wide. A canopy 
of similar strips hung from the ceiling about fifteen inches 
away from the sides of the pillars. Upon each of these long, 
pointed strips were glued three small, round mirrors, each 
one inch in diameter. Revolving spotlights caused these hun- 
dreds of tiny mirrors to sparkle and glow, thus catching the 
eye and creating more of the fairyland atmosphere. In one 
corner of the “toyland’ was a king’s castle of gray stone effect 
with colored glass windows and two balconies. Daily at this 
castle, Magic Midget Theatre shows were shown to audiences 
of a hundred children. 

Along the other two sides, above the shelves of toys, were 
low winter scenes, between which had been placed large, 
open books, the pages of which were six feet high and four 
feet wide. The left page of each book showed a large picture 
of one of the popular nursery rhymes, and the right-hand page 
had been constructed like a stage with scenery to the back 
and the figures in the rhyme at the front. Side lights and 
foot lights that went on and off automatically added to the 
theatrical effect. 

The main aisle at Stewart’s, Louisville, was brightened 
by a long array of banners. The 1926 decorative scheme was 
colorful but not overheavy. The standards which supported 
the banners were in red, tipped with silver, according to 
Display Manager M. F. Hershey. Fashioned from green, blue, 
and silver cloth, hand-decorated in bright colors, and with 
appropriate designs, the banners bordered the aisle from the 
entrance to the mezzanine floor at the rear. 

Supports were fastened to the ledges at the base of the 
pillars. On other sides of these were wreaths of evergreen, 
and, below these, holiday posters in bright pigments. Halfway 
between the pillars on the ledges stood small Christmas trees. 
At the end of the aisle on the mezzanine balustrade was a 
plaque depicting the journey of the three wise men. The 
effect was cheery and inviting and yet was conservative. 

Display Manager John R. Patton has built a reputation 
upon the originality of his window and interior decorations 
for L. S. Ayres & Co., of Indianapolis. His 1925 interior was 
conceived and executed with characteristic style and preci- 
sion. Over the entire street floor he bowed great arches of 
foliage and flowers, half of them facing the front and the 
remainder spanning the space from column to column in the 
opposite direction. From the center of each arch was sus- 
pended an ornamental lantern, in the center of which an elec- 
tric candle glowed. Around each column, just above the 
ledges, was clustered a group of twelve poinsettias, brightly 
outlined by the mass of green fir into which they were matted. 


And a Good Time Was Had by All 


How the Feminine Conventioners at the Pacific Coast 
Gathering Were Entertained 


By OLAVE RALPH 
Display Manager, Roberts Bros., Portland, Ore. 


AN FRANCISCO at last, and there hasn’t been a 
moment since we landed that we have felt the 
strange, awkward feeling of a stranger in a strang 
city. The San Francisco boys were on the job 

from start to finish, and they surely know how to extend 
hospitality. They did their work and it was well done. The 
Portland boys wish to extend heartiest congratulations to 
their San Francisco brothers for putting over one of the 
most successful conventions ever held on the Pacific coast. 

The only objection I had to the program was that when 
I was attending the business sessions I was missing the 
wonderful trips planned for the women, and when I was 
enjoying the trips I had to miss the most wonderful lectures 
and business sessions I have ever had the pleasure of attend- 
ing. Arising at 6 a.m. and retiring at 12 p.m., we discovered 
something scheduled for every second of the day and we 
found ourselves wishing time were made of rubber that it 
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might be stretched. 

The trip to the Emporium Country Club stands out most 
vividly not only for the pleasure derived from it, but for the 
example that this firm sets in the treatment of its employees, 
numbering approximately 2,000. If each and every one of 
these employees were millionaires they could ask for no more 
beautiful setting for enjoyment than the country club which 
the Emporium has provided for them. Situated at the foot 
of wooded hills with green lawns and myriads of flower beds 





Convention Visitors at the Emporium Country Club 


surrounding it, the club house stands homey and hospitable, 
extending its invitation to one and all. There is room 
enough to accommodate 125 members, and new cottages are 
being built, each to accommodate about twenty guests. A 
spacious dining room with‘a large fireplace where meals 
are served for 65 cents each. Such meals! Perfect from the 
first bite to the last. 

There is an outdoor swimming pool, 50 feet wide and 105 
feet long, and tennis courts and baseball diamond. The club 
grounds occupy about thirty acres. Members are charged 
the moderate price of 50 cents a night, and when you stop to 
think of all these advantages you wonder that the Emporium 
is not swamped with applications for employment. The club 
house is not as yet self-supporting, for there is nearly a half 
million dollars invested in it. Employees who are treated 
in this manner surely can not but give the best of service in 
return. When you enter the Emporium you immediately feel 
the peaceful, happy, busy atmosphere. I had the pleasure of 
meeting Mr. Rowley, display manager, and Miss Turner, of 
the advertising department. If the pride and enthusiasm they 
take in showing you through the different departments re- 
flects the spirit of the 2,000 employees, this must, indeed, be 
a wonderful institution. They have recently opened a new 
juvenile department, and Miss Turner said, “Now this is our 
new juvenile department, which is our pride and our joy.” 
Going through the furniture department, “This is our furni- 
ture department.” That little word “our” tells the story. 
Each employee feels a right of possession, and this means 
that they take a keen interest and enjoyment in the success 
of each department. 

There is a dental office with free service and doctors’ 
offices and spacious rest rooms. There is a cafeteria where 
they serve food at cost plus service. A roof garden surrounds 
a tennis court and here employees find pleasure, rest and 
recreation. If you wanted to find a touch of human interest 
go down to the “lost and found” department. It happened 
that in one of the packages the girls had found a meadow 
lark. Just a little wild meadow lark that nobody had called 
for. It looked so sad and lonesome and lost. Lost it was, 
but in the good company of happy employees well cared for. 
Undoubtedly they will make it an honorary member of the 
Emporium Country Club. 





SIEGEL BRINGS OUT LINDBERGH MANNEQUN 


The house of Siegel & Stockman, noted Parisian manu- 
facturers of wax and papier mache forms, has just brought 
out a mannequin of Colonel Lindbergh which presents a very 
good likeness of the youthful aviator. A photo of the cast 
which has come over from Paris shows a life-sized figure in 
strong relief against an aerial view of New York. A com- 
panion picture shows a bust similarly posed before an aerial 
view of Montmartre, Paris. 
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Kieffer Rouses Ire of Coast Leaders 


I. A. D. M. Executive Board Chairman’s Comment on Withdrawal of 
Pacific Affiliation With National Body Draws Fire 


EPLYING to the arraignment of Pacific Coast 
display leaders by Clement Kieffer, chairman 
of the I. A. D. M. executive board, which ap- 
peared in the last issue of the body’s official 
organ, A. O. Hewitt, secretary of the Portland 
(Ore.) Display Club, takes issue with the Buf- 

falo displayman in a letter addressed to him August 27. 
Vernon C. Turner, first vice-president of the club, also took 
issue with the I. A. D. M. chief in a similar letter. 

Kieffer had charged that a “revolutionary’ spirit prevailed 
among coast leaders, and that the decision to “break away 
did not .. . express the real sentiment of the entire conven- 
tion.” Hewitt’s letter takes a resounding whack at the 
charges of “rebellion” and “secession” and points out that 
identically the same action taken at the San Francisco con- 
vention had been approved by the Portland gathering in 1925. 

“It is obvious that the criticism of the action taken in 
San Francisco by what you term ‘revolutionists’ has not been 
made clear to you,” Hewitt says in beginning his letter. “Not 
knowing both sides of the question, you have drawn your 
conclusions from a report that perhaps contained some preju- 
dice. As there are always two sides to- every question, care 
should be taken lest prejudice take possession of judgment. 

“First, this condition had its beginning at the very founda- 
tion of the Pacific Coast Association and was not entirely 
brought about by ‘the silly and unwarranted remarks of a 
former I. A. D. M. executive,’ as you have stated. His pres- 
ence as an official representative of the I. A. D. M. some 
years ago merely ‘added fuel to the flames.’ 

“The original issue was the compulsory membership clause 
as it was first written into the P. C. A. D. M. constitution. 
This led to a situation so grave that the executive com- 
mittee of the P. C. A. D. M., in session September 29, 1925, 
saw fit to order a change made to read, ‘that membership 
in the I. A. D. M. should be optional with each individual 
meinber of the P. C. A. D. M.’ I have before me a copy of 
the original motion as voted on and carried, and I am also 





Portland, Cregon, September 6, 1927. 


Mr. C. R. Rogers, Editor, 
The Display Publishing Co., 
Cincinnati, Ohio. 

Dear Sir: 

I am a member of the Pacific Coast Associatio nof Display 
Men, and until the past month a member of the I. A. D. M. 
I attended the recent convention at San Francisco and had the 
pleasure of being present during the entire session, when the 
withdrawal of th P. C. A. D. M. from the I. A. D. M. was 
voted upon. 

I feel at this time that you and your DISPLAY WORLD 
should be highly complimented for the truthful report made of 
the convention, which appeared in the August issue. You 
should be complimented, too, fgr the way in which you obtained 
the true facts, as the Merchants Record and Show Window 
magazine failed to use adequate means to secure the true facts, 
or used very poor judgment by allowing such untrue informa- 
tion to be published in the August issue. 

Mr. Kieffer’s report, also in the Merchants’ Record, was 
certainly due largely to lack of information, as it is not in 
the official report as he stated. I am sorry that Mr. Kieffer 
made the mistake of claiming his report was made after read- 
ing the “‘officiai report,’’ instead of, I believe, after reading an 
“T. A. D. M. official’s report.” 

As stated above, I was a member of the I. A. D. M. until 
recently, and under such present conditions I am sure I do not 
wish to be a member, and, indeed, happy that it was unani- 
mously voted—35 to 0—that it would not be es for 
members of the P. C. A. D. M. to join the I. A. D. M. 

In closing, I may add that I will continue to ca forward 
to the receiving of your very truthful magazine. 


Sincerely yours truly, 


VERNON C. TURNER (Signed), 
First Vice-President, Portland Display Men’s Club. 











Turner’s Letter Commending DISPLAY WORLD’S Report 


inclosing a newspaper clipping of September 30, 1925, which 
bears out my statement. 
“This question was again brought before the membership 


of the P. C. A. D. M. recently in San Francisco by Karl 
Amdahl. It is a question not of two dollars, but membership 
by compulsion—not only of representation by proxy, but also 
of P. C. A. D. M. right to conduct their association as they 
see fit, without interference by being bound to submit every 





SEATTLE CHOICE OF DISPLAYMEN 
Named Third Meeting Place by Unanimous Vote; 
Ball and Banquet Tonight 

Seattle was unanimously chosen Tuesday night as 
the place for the third annual meeting of the Pacific 
Coast Association of Display Men at their evening 
session at the Multnomah Hotel. 

The question of international affiliation was threshed 
out and it was decided not to affiliate with the national 
group as an organization, but to give all members of 
the Pacific Coast Association the option of holding 
membership in both organizations.—Portland (Ore.) 
Herald, September 30, 1925. 














The Clipping That Hewitt Cited to Refute Kieffer’s Charge 
grievance and question to the I. A. D. M. executive com- 
mittee for their official decision. 

“This is neither a matter of sentiment nor of theory. It 
is a matter of business upon which the success of the Pacific 
Coast Association hinges as a factor in the field of display, 
and one in which every member assumes a responsibility 
and initiative in the advancing of himself and his profession. 

“IT am certain that there is not a member of the P. C. A. 
D. M. that expects one thousand cents on his dollar in return 
for I. A. D. M. dues, but he is certainly justified in expecting 
representation, justice, and friendly cooperation. 

“In defense of Fred Gross’ statement that ‘all members 
should have a say in the association’s voting,’ it has always 
been and is still customary that any member of the Pacific 
Coast Association may have that privilege, whether he attends 
the convention or not. This fact was apparently not taken 
advantage of by Mr. Amdahl, of Spokane, and Mr. Pfister, 
of Seattle. However, it can not be taken for granted that 
because of the fact that a display club passes a resolution 
and mails it that it shall be counted as so many votes in favor 
of or against any question, unless proxy votes are in evidence 
in the form of paid-up membership cards and in the hands 
of one authorized to cast them as ballots. 

“T also challenge L. A. Rogers’ statement, made in the 
Merchants’ Record, August issue, page 14, that ‘the with- 
drawal was eventually done in a rather questionable man- 
ner.’ This question was before the house for over two hours, 
giving ample time for debate and ample time for anyone 
present to enlighten and familiarize themselves on the mo- 
tion, which read: ‘That membership in the International 
Association be an optional matter with the individual mem- 
bers of the Pacific Coast Association, and that we here as- 
sembled as delegates of the P. C. A. D. M. do not affiliate 
as a body with the international association.’ 

“Theories and promises have been handed to the Pacific 
Coast Association for many years and nothing really tangible 
offered with the exception of Mr. Stensgaard’s “Book of 
Facts.” So it was but natural that the spirit of revolt as- 
serted itself. It’s the same spirit that made America the 
country that it is today; the Boston Tea Party will be re- 
membered as long as history is read. 

“T note with a great deal of pleasure where Mr. Gross 
and his co-patriots are branded as revolutionists, secessionists 
and politicians. Personally, I accept these honors graciously, 
for it is a genuine pleasure to stand on the vantage ground 
of TRUTH and watch the tempest blow, but also with pity 
and not with swelling or pride.” 
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The Color-Ray No. 55 is shown above 
ready to clip on to the King reflector. 
All the new Color-Ray equipment in- 
cludes four sheets of gelatin in amber, 
green, blue, and red, with each set. 
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Spirit of Autumn 


in 
your 


aN Windows 
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HE warm, rich tints produced by color- 
lighting are most appropriate for your 
fall window displays. 


Suggestive of nature’s autumn tones, their beauty 
will attract all the passersby and remind them of 
the many needs that come with the fall months. 


For your fall sales—bring in the crowds with 
X-Ray Color-Ray and X-Ray Reflectors. 


CURTIS LIGHTING, Inc. 
1119 West Jackson Boulevard 
CHICAGO 
New York—31 W. 46th St. Los Angeles—3113 W. 6th St. 









































18 THE DISPLAY WORLD 


September, 1927 


Viewers in Ratio to Lighting Intensity 


Engineers’ Tests Determine That Each Upward Step in Volume of 
Window Illumination Increases Number Stopped by the Display 
By L. G. GIANNINI 


Representative, Pacific Lamp Works, General Electric Co., San Francisco 
(From an Address to the Pacific Coast Display Men’s Convention) 


N the past from time to time I have had occa- 
sion to talk to store owners and store managers 
on the subject of show window illumination. I 
am sorry to say in quite a few cases the im- 
pression that I got from them was that show 


window lighting, as far as they were concerned, ~ 


is an unavoidable evil, something that is necessary, it is true, 
in order to be able to allow the passersby, after nightfall, to 
see the goods on display, but nothing more, nothing beyond 
that. 

Now, then, there may be some persons who entertain the 
same opinion, who feel that show window lighting is just 
something that is necessary in order to enable people to see 
their goods after nightfall. There may be others who do not 
share that opinion, but whose store owner or store manager 


does entertain it, and for that reason I am going to start 


with a little discussion on the “why” of show window lighting. 

Why do we provide show window lighting? Is it only to 
enable us to see the goods or is it something beyond that? 
I shall proceed to show how it ties into that chain of mer- 
chandising or chain of thought that is necessary in order to 
get the prospective purchaser in the proper frame of mind. 
I shall show you how light gets the passer’s eye, how it at- 
tracts him, how it causes him to stop, look at the goods on 
display, and finally, how it enables him to see the true quality 
of the merchandise. 

First of all, let’s take the first thought of “getting the eye.” 
There is no question but that light gets the eye. If you are 
out driving at night in a car, looking in any direction at all, 
and a searchlight flashes in the sky in some other direction, 
why, right away your eye moves in the direction and you see 
the searchlight. You were not looking at it, but the the 
light gets your eye. You know how it is in the moving pic- 
ture theatres. They are dark. We will say that some mem- 
ber of the orchestra has a poorly adjusted shade on his 
lamp and there is just a little gleam of light. It is not 
exactly where you are looking, yet you have the hardest time 
to keep from constantly looking at that little gleam of light 
which gets your eye, and the same thing is true in the show 
window. 

Next, light attracts people. Light draws people. We know 
how light attracts a wild animal. If you are driving along 
a mountain road at night, how very likely it is that some 
deer will be attracted by your headlights. You know how 
other animals are attracted by the light. You know how 
the moth is attracted by the flame, and you know how the 
child reaches for a bright, shiny watch. Anything bright 
or shiny attracts him. And the same thing is true of a 
grown-up. 

We know, and we have made checks and tests. One in 
particular was in Kingston, N. Y. The natives here had the 
habit of walking down the north side of the main street, and 
the reason for that was that at the farthest end of the main 
street there was a theatre. As a result of that, the south 
side of the main street was undesirable from a nighttime dis- 
play viewpoint. As a test, three of the merchants of the 
south side of the street were prevailed upon to illuminate 
their show windows, through a fairly high intensive illumina- 
tion considerably higher than had prevailed in the past, and 
considerably higher than the show windows on the north side 
of the street. A check was made before and during the tests, 
the first, made before the test, showing that 65 per cent of 
the people walked along the north side of the street. After 
the show windows on the south side of the street were illu- 
minated to this high intensity, 66 per cent walked on the 
south side of the street; in other words, a net difference of 


30 per cent before and after, showing how true it is that a 
lighted section and lighted store front does attract the people. 

Tests have been carried on in practically every large city 
in the United States. There have been any number of tests 
carried on here in San Francisco and other cities, of par- 
ticular interest, because of the carefulness and exactness of 
the electrical engineers of the General Electric Co. 

These engineers took four stores in two widely separated 
cities, two in Cleveland and two in Newark, N. J., and 
equipped the show windows with reflectors of the ordinary 
type, except that they were wired on three circuits, a circuit 
that corresponded to the amount of illumination in the aver- 
age store winddw and the average city; an intermediate in- 
tensity that was three times as great as that, and a high 
intensity that was double the intermediate intensity. They 
ran tests for a period of many weeks, 106 in all, ran in all 
kinds of weather, and on all winds of days—midweek days, 
and holidays and all that—and they showed that when the 
intensity of illumination was increased from the average value 
to the intermediate value, the number of people who actually 
stopped and looked at the goods on display, was increased 
33 per cent; one-third more stopped and looked at the goods 
on display when the intensity was raised to the high value, 
which, as I say, was at about double the intermediate value. 

The value of the window obviously rests upon the num- 
ber of people who view it. It is absolutely irrefutable that 
you can have an excellent window, and if you have blinds 
on the front, and they are down, the window is valueless. If 
ten people look at it, it is worth so much, and if twenty people 
look at it, you have doubled the value of your show window. 

It will be seen that by means of artificial illumination 
you have an opportunity either to increase its value a third, 
or to increase it 70 per cent, or by making use of certain 
colored lighting effects to increase it more than 100 per cent. 

We know that artificial light properly applied produces a 
pleasant reaction on the person who looks at the display. 
That is, if you have a show window illuminated to a low in- 
tensity, and in a haphazard manner you produce a reaction 
which may or may not be pleasant, but if you have a very 
pleasantly lighted show window of sufficiently high intensity, 
properly distributed, the effect is much better. 

To illustrate: We know that if we wake up on a sunny 
morning we feel cheerful; somehow or other we feel happy; 
it gets into our blood. If we wake up on a foggy morning 
we feel depressed and downcast. The show window arouses 
the same reactions. If you have just the proper proportion of 
light, and just the proper atmosphere, a pleasant reaction 
follows the first glance but will not arise if you do not have 
the proper intensity of illumination. 

From a psychological standpoint, appealing to the mind 
primarily, light gets people’s eyes. It attracts them. It 
causes them to stop and look at your display, and finally puts 
them in the best possible frame of mind to appreciate it. 


On the purely physical side, we can double the number 
of people that stop and look at the goods on display. If we 
can increase the number of stoppers, or if we can make them 
see more, and see the goods better, we have added value to 
our windows. Light enables people to see faster, and that, 
too, is an important point. The mind can take a snapshot 
with good light rays; with indifferent light it takes longer 
to get the same impression. When people are in a hurry, 
distracted by automobiles passing and blowing horns, put 
plenty of light in your window and then the people can see 
your display in a hurry. If you have a well-lighted display, 


(Continued on page 67) 
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National C form & C fixture (vo. 


MANUFACTURERS 


Salesroom: 1350 Broadway, New York City 
Factory: Brooklyn, N. Y. 






SOLID BRONZE FIXTURES 


These fixtures are made to meet the demand for a 
dignified and elegant display. They are made of solid 
bronze and will outlast any fixture made. Finished either 
in Monumental Bronze or Brushed Nickel. 


Patents Applied For 


Forms Are the Latest Shapes With 
Washable Celluloid Enamel 
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Hallowe’en Windows and Events 


How Kerets Decorated a Holiday Clothing Display—A Store Event 
for Children That Enhanced Store Prestige—Blanket Showings 


OT many weeks re- 
main until the re- 
turn of Hallowe’en, 
night of fun and 
frolic, and _ the 

choicest moment of the fall 
for social gaiety. The period 
preceding its arrival offers one 
of the most satisfactory oppor- 
tunities of the year for the sale 
of evening wear. Furnishings 
stores should find much to in- 
spire them in the display which 
Leo Keretz arranged last year 
for Godchaux’s, of New Or- 








leans, skillfully capitalizing the A Fireplace Built of Blankets—This Novel Construction is the Work of R. K. Henry, 


advantages of the moment in a 
setting which gave full play to 
the superstitions and traditions of All Saints’ Night. 

Against a white background hanging stretched hori- 
zontally across the window was placed a black tree 
wholly devoid of foliage. Bats perched on its lower 
limbs while, above them, a fiery-eyed owl sat stolidly. 
In the topmost row of branches was a black cat with 
arching back and staring eyes. 

In panels at the sides were cutout figures of black 
cats with tails and legs that were kept in motion by a 
concealed mechanism. Below them dangled skeletons, 
moving from time to time as they were animated by 
the same force. Cutout black cats, and witches, astride 
broomsticks, were visible near the floor while stuffed 
cats were prominent in the foreground. Small electric 
lights were placed within pumpkin lanterns which were 
suspended at intervals of a few feet across the entire 
window. 

The goods shown consisted of all the apparel re- 
quisite for full and semi-dress. Tuxedos, dinner coats, 


2 





Black Cats and Dangling Skeletons Impart an Appropriate Air to Leo Keretz’ 
Display for Godchaux’s, New Orleans 


Efird Co., Charlotte, N. C. 


white shirts, topcoats, patent leather shoes, and fancy 
scarfs constituted the bulk of the display, dressing 
gowns, jewelry and hose serving as accessories. 

How the holiday may be put to good account by 
other classes of business can be illustrated by the novel 
entertainment for children staged by the E. E. Atkin- 
son Co., Minneapolis, last year. 


On October 30 a party was given children of 
patrons, and hundreds of youngsters flocked to the 
store accompanied by their parents, and had a wonder- 
ful time. The entire fourth floor shop was decorated 
and given over to the frolic. Decorations of pumpkins, 
black cats and witches were hanging from the lights, 
on the walls and everywhere, and corn stalks were 
placed all around the room. In one corner a large 
witch’s cave was built with boughs of trees to give a 
woodsy appearance. A witch, dressed in black, was 
giving out candy kisses from the kettle to the children. 

A huge pumpkin in one corner created a great deal 
of merriment, as inside it was a 
little girl in Hallowe’en costume 
who gave out favors to the chil- 
dren. “It was a great party,” 
said Miss Jeanne Gray, who 
acted a shostess, “the grownups 
as well as the youngsters having 
a good time.” 

Such a scheme of sales pro- 
motion calls for a whole-hearted 
assistance of the displayman, 
and suggests a window idea that 
is extremely colorful. The tra- 
ditional witch may be made to 
serve for the motif of almost 
any type of window. For gift 
displays, for stationery, candy, 
shoes, and a wide variety of 





(Continued on page 61) 











September, 1927 


THE DISPLAY WORLD 





21 








This Display Won the Second Prize in the 
1927 Cutawl Window Display Contest 





The column caps and small archways between the columns, together with the stained glass window, 
were made on the Cutawl, also a delicate tracery of grill work, hardly discernible in the photograph, 
above the stained glass window. The figures of the Princess, the Page and the Knight were made 


on the Cutawl and covered with material. Floor blocks were also made with the use of the Cutawl. 


“Cutawl work---all, even to the Floor Blocks” 
Writes the Winner of Our Third Prize 


Imagine the amount of slow, tedious labor that would have been required to cut out delicate 
designs of this character by hand or jig-saw! 
Every displayman knows how difficult it is. That's why the opportunity to own and use the 











‘TI have found the Cut- 


awl indispensable to 
me in my work” 


“This Display at our main store 
shows the effectiveness of the 
Cutawl. The column caps and 
small archways between the col- 
umns together with the stained 
glass window were all made on the 
machine, while a delicate tracery 
of grill work, hardly discernible in 
the photograph, stood out above 
the stained glass window. 


“The figures of the Princess, the 
Page and the Knight were made on 
the Cutawl and covered with ma- 
terial. Floor blocks were also made 
with the use of the machine. 


“Il have found the Cutawl to be in- 
dispensable to me in my work as 
display manager.” 
THE JONES SHOP, 
By Charles C. Vance, Display Mer. 
Fairmont, W. Va. 





Cutawl for all cut-out work is welcomed with such en- 
thusiasm. 


— CUTAWL 


One of the most outstanding advantages of having the 





Cutawl in the Display Department....is in the amazing 
economies of time and materials. Once a design is worked 
out upon the wall board surface.... the actual cutting out 


becomes a mere mechanical detail. A boy or girl can do 
speedy and accurate work with this machine, and the dis- 
playman can devote his time to creative efforts. 


Try It Yourself. Use the Cutawl. 
Save Time—Save Yourself Labor 


and Reduce Production Costs 


Write and let us send you our latest booklet describing and 
illustrating a wide variety of background work done with 
the Cutawl. At the same time we shall be pleased to send 
you full particulars regarding our 15-Day Trial Offer. 


THE INTERNATIONAL REGISTER CO. 
13 South Throop St., CHICAGO 
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W.D.A.A. to Accent F undamentals 


“Why, When, Where and How” of Display Preparation and Dis- 
tribution to Be Theme of Window Advertisers’ Convention 


HE annual Convention of the Window 
Display Advertising Association will be 
held again this year in New York City, 
at the Hotel Pennsylvania, on October 4, 5 
and 6. 

The keynote theme chosen for this year, “Win- 
dow Displays, Why, When, Where and How?” lays 
stress on the viewpoints of the agency as one of the 
creators, the retailer as the user, and the woman, rep- 
resenting a large percentage of the buying public. 

Mr. Paul B. West, advertising manager of the 
National Carbon Company, with a group of New York 
executives, has been hard at work for a long time on 
the plans for this convention, and in cooperation with 
Mr. Stuart Peabody, advertising manager of the Bor- 
den Sales Company, is preparing a program of unusual 
interest. 

Mr. J. Duncan’ Williams, director of Window Dis- 
play Service of the National Association of Retail 
Clothiers and Furnishers of Chicago, will speak on the 
subject of “Applying the Principle of Retail Window 
Display to the Problems of the National Advertiser.” 

Advertising agencies are increasingly more of a 
factor in the creation of displays. The agency view- 
point in this non-profit producing medium will be 
presented by Laurence Meads, of the Blackman Co., 
of New York. 

Four retailers, who are also students of merchan- 
dising and store display, will be brought on to give 
the results of their experiences and knowledge. 

A survey of the “How the Average Woman Re- 
gards the Displays of Nationally Advertised Prod- 
ucts,” will be presented by Miss Rushmore, of the 
Erwin-Waseyv Agency, of New York. 

One whole afternoon will be devoted to distribu- 
tion methods, with the advertising and sales execu- 
tives of outstanding national advertisers explaining 
their methods. 

Jerry McQuade, editor of “Drug Topics” and 
“Display Topics” will bring a practical slant on the 
kind of displays that are acceptable to the retailer. 

Mr. Leo E. Kaplan, of Dis-Play-Well Service, of 
New York, is arranging for a meeting of installation 
service organization men in an endeavor to evolve a 
Code of Practice which will tend to eliminate some of 
the difficulties of the national advertiser in the use of 
installation and help these organizations schedule their 
features over a wider range of months. 

Another important subject for consideration at the 
business session is the possibility of bringing the re- 
tailer into the W. D. A. A. A survey has already been 
made of a number of retailers and sufficient encourage- 
ment has been encountered to lead to the belief that 
the inclusion of this group would be to the advantage 
not only of the retailer himself but of the producer and 
advertiser as well. 


The exhibit this year promises to surpass even the 
splendid one of 1926 and to include a greater diversi- 
fication of store advertising material. 

D. B. Hassinger, of the Atlantic Lithographic & Print- 
ing Co., 448 West Thirty-seventh Street, New York City, 
presiding chairman of the Producers’ Session, scheduled for 
Wednesday, October 5, makes similar requests of all “pro- 
ducer” members. This rather broad grouping includes all 
members who make or produce store and window adver- 
tising material. These are lithographers, printers, photog- 
raphers, mounters and finishers, motion or other mechanical 
display manufacturers, lamps and light fixtures and equip- 
ment, signs, movies, fixtures, drapes and crepe paper makers. 

William Resor, of the J. Walter Thompson Co., Graybar 
Building, New York City, presiding chairman of the Buyers’ 
Session, asks national advertiser and agency members to 
send to him subjects for discussion at the “Buyers’ Ses- 
sion,” Wednesday, October 5. 

One of the “high spots” of the program again this year 
will be the presentation and discussion of outstanding dis- 
plays on Thursday afternoon, October 6. Ten or a dozen 
of these will be set up by the lithographers making the 
display, or by representatives of the advertiser. Each will 
be accompanied by a brief description of the sales and ad- 


‘tising problem, surrounding the product, how the display 


was created, designed, produced, distributed, and the results 
secured. Morris L. Beard, well known as former assistant 
advertising manager in charge of displays for Colgate & 
Co., is chairman of the meeting. 

C. G. Munro, of Munro & Harford, of New York, chair- 
man of the exhibit committee, is gathering together in the 
large roof garden of the Hotel Pennsylvania as educational 
and inspirational an exhibit as one could picture. Lithog- 
raphy, photography, printing, oil paint process, motion, light, 
decorations, services, publications—all will be there, vying 
with each other for attention and interest. 

On account of the World Series and many gatherings 
scheduled for the week of the convention, it is strongly 
urged that association members and others planning at- 
tendance reserve their hotel accommodations early. Recall- 
ing the long lines of out-of-town folk who besieged the 
Hotel Pennsylvania for rooms at the last convention will 
assure the wisdom of this precaution. 

IVhat the Leaders Say of the Convention 

The annual convention of the Window Display Advertis- 
ing Association to be held at the Pennsylvania Hotel, New 
York City, October 4, 5 and 6, should be attended by every 
national advertiser whose sales and advertising program in- 
cludes window display material and dealer helps. Consider- 
ing the possibilities of this medium as a sales producer, it 
has been too long misunderstood and neglected by advertisers. 
The forthcoming convention offers a real opportunity for all 
to learn more about this phase of the advertising and selling 
program. 

The program for this year’s convention has been carefully 
thought out and the subjects selected for discussion by out- 
standing authorities are of the utmost importance to all con- 
cerned with window display work. Whether one is interested 
in the problem ‘of creation, buying, distribution or installa- 
tion of window display material and dealer helps, he can find 
the answers to many questions and much constructive help 
during the course of the convention. Everyone who is inter- 
ested in this subject should take advantage of the oppor- 
tunity afforded by this convention of meeting and hearing 
those who are vitally interested in working out the problems 
of window display advertising—Paul B. West, National Car- 
bon Co., Inc., New York City, general chairman of W. D. 
A. A. Convention. 
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Already indications point to a record-breaking attendance 
and the entire meeting should prove a high spot for the year’s 
activity along the lines of store display work. 

With a permanent organization and headquarters the asso- 
ciation this year has intensified its activities, and the news 
bulletins issued by headquarters have been but one very 
tangible evidence of the helpful character and flourishing con- 
dition of the organization. 

Plans are already under way for presentation of a pro- 
gram for the coming year which will embrace added display 
activity in its scope. The W. D. A. A. is essentially a busi- 
ness organization dedicated to no selfish interest, but de- 
voting itself solely to improving the entire field of window 
and store display advertising. Every year finds added in- 
terest in this much-neglected medium of advertising, and this 
year’s splendid convention program will crystallize the in- 
creased interest and information on this important advertis- 
ing medium. No advertiser with retail distribution and the 
attendant display problems can afford to miss this year’s con- 
vention program. 

The addresses will cover with thoroughness and candor all 
the latest thinking in this field—Lee H. Bristol, Bristol-Myers 
Co., New York City, president of W. D. A. A. 

3ecause the Window Display Association has had an 
executive secretary during the past year who has devoted a 
great deal of time to the convention program, the 1927 con- 
vention should be far better than any which have preceded 
it. Many advertisers assured me they got a great deal of 
valuable help from the 1926 convention, yet I feel confident 
that they will get even more this year. I believe it will pay 
advertisers to time their visits to New York by the dates of 
the Window Display Association convention; certainly any 
advertiser in the metropolitan district who passes up this 
convention is neglecting one of his best opportunities to bene- 
fit by the experience of others.—W. B. Benton, George Batten 
Co., New York City, member of Board of Directors. 

I claim that to anyone who is interested in window dis- 
play, especially in the national advertising window display, 
a convention such as the W. D. A. A. offers is really a 
university education in this particular line. 

When I go to a convention, I go with the idea of helping 
one another. I want to assist the buyer, the producer and the 
Window Display Service in telling them my experiences 
during the year on the window display service problem. 





The conventions of the Window Display Advertising Asso- 
ciation are always extremely interesting and well worth at- 
tending, but to me the most important function of the asso- 
ciation is its year-around effect upon advertising as a whole 
in bringing about a better use of windows as an advertising 
medium rather than merely a dealer help. The sooner we 
recognize this fact, the greater the increased sales will be 
from consistent, planned, budgeted window and store adver- 
tising —Frederick L. Wertz, display counsel, New York City, 
secretary-treasurer of W. D. A. A. 

I go to the W. D. A. A. convention to learn the ways and 
means of better window display service in the best interest 
of all concerned, because, after all, it is giving me new fuel 
for the coming year to work on window displays, and if all 
of us would go to the convention with the idea of give and 
take, all of us would then be beneficiaries of the conven- 
tion—Sol Fisher, Fisher Display Service, Chicago, vice- 
president. 





The fourth annual convention of the W. D. A. A. promises 
to eclipse any of the other successful meetings that have been 
held annually since 1924. 

As chairman of the Board of Trustees of the association, 
it is a pleasure to extend cordial greetings to all men in- 
terested in merchandising and advertising work and to as- 
sure them that they will find a hearty welcome at the con- 
vention. It is needless to supplement the invitation issued 
by our president.—Joseph M. Kraus, A. Stein & Co., Chicago, 
chairman of the Board of Trustees. 
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Spotlights and Floodlights 


Compel Attention to Merchandise 
and Increase Fall Sales 


Use Them Liberally Not Only in Window 
Display But Inside the Store 


New Low Price 
















Color-frame 


by Five Assorted 


Colored 
Gelatines 
$1.25 Extra 


Prices Higher on Pacific Coast 


No. 90 SPOTLIGHT 
No. 95 FLOODLIGHT 


Focus the attention on featured items, on signs, 
on sale counters with spotlights. 


Increase your regular illumination by adding 
floodlights. 


Merchandise well illuminated is half sold. 


SPECIAL OFFER 


With each lamp ordered with coupon below we 
include absolutely gratis an extra package of 
five color gelatine discs. Value, $1.00. 


FULLY GUARANTEED-—excellently made 
units of perfect efficiency. Reflector is made of 
heavy gauge aluminum especially treated to pro- 
duce perfect illumination. 


Order yours now—satisfaction guaranteed. 


FOR CONVENIENCE USE THE COUPON 


1 SUN-RAY LIGHTING PRODUCTS, Inc., : 
¥ 119 Lafayette St., New York i 
4 
: Send us at once... ..Spotlights. ' 
i 
: .....Floodlights. : 
i Include.....Color Outfits for same. } 
r 
: DN save lacs dicen ees anemic ane ae 
I Nec sich rile s alebeteceatenes ; 
Bese eeeeees sense sseseeseseeeeaseacenad 


uw-Rad 


Inc. 


Lighting Products 


i119 Lafayette Street, New York 














24 THE DISPLAY WORLD 


September, 1927 


Helping to Rejuvenate an Industry 


How Herpolsheimer Windows Were Used to Develop Interest in Rush 
Bottom Chairs and the Effect of the Demonstration 


NDOUBTEDLY the primary purpose of 
the display window is to show goods so 
that the public’s interest in them can be 
quickened. But this fundamental should 
not be exaggerated in its importance to 

such an extent that the window is closed against all 
other exhibits.’ 

While the motive that inspires a store’s operation is 
profit, its maintenance in the community depends upon 
its development into a quasi-public institution. — Its 
convenience and its cheapness or dearness as a depot 
of supply govern its’ destinies. 

The display window possesses far greater latitude 
for the expression of this relationship with the public 
than any other publicity medium. That its good offices 
should be employed in catering to the momentary in- 
terest of the masses and to their advancement in indus- 
trial and scientific knowledge has been frequently dem- 
onstrated. : 

Among the most recent champions of this type of 
display is John T. Mackey, display manager for the 
Herpolsheimer Company, Grand Rapids, Mich. Not 
only once, but on many occasions he has used his win- 
dows to enhance his organization’s prestige through 
spectacular and unusual productions. When a new tea 
room was installed he fashioned a replica of it in a dis- 
play space to popularize it with the people. When 
Colonel Lindberg conquered the wastes of the Atlantic 
his windows were the first news mediums in Grand 
Rapids to announce the fact to the public. His latest 
adventure has been stimulation of one of Grand Rapids’ 
youngest industries, the first of a series of like demon- 
strations to be staged throughout the country. 

Who has not been charmed by the quaint old rush 
bottom chair? Who has not felt the spell of this invit- 





ing, seemingly ageless furniture which had its origin 
in a far off day, and which still is sought avidly by the 
fanciers of really good things? 

The art of rush making, one of the oldest in the 
annals of furniture production was given expression in 
Herpolsheimer’s windows when John Kuipers, an ex- 
pert in the use of this material, came to the store to 
acquaint the people of Grand Rapids with the work 
of his organization. Kuipers operates the Grand Ledge 
Rush Seat Manufacturing Company, associated with 
the Grand Ledge Chair Company. He is said to be 
one of the most proficient exponents of rush seat manu- 
facture in the country, and is partially responsible for 
the revival of the industry, which had practically 
died out. 

A special background was prepared for the demon- 
stration, a painting showing a typical swamp and the 
type of rushes from which the leaves are obtained. In 
the extreme foreground were examples of the various 
steps taken in preparing the material for use, and then 
came a line of chairs of various ages. Here was a 
hand-whittled Spanish chair with the rush seat in good 
condition after 160 years of use. Close by was an 
English chair 180 years old. A third chair in reason- 
ably good condition after fifty years of exposure to the 
weather was shown to be good for much service. 

Grand Rapids, furniture mart of the nation, is always 
interested in any innovation in this field. In presenting 
the novelty to window gazers, Herpolsheimer’s scored 
heavily by evidence of alertness and interest in a form 
of manufacturing strangely familiar and yet all but 
forgotten by the mass of passers. In stressing this 
homely and ancient industry they gained the applause 
of all those who have ever enjoyed the resiliency of the 
rush seat. 








The Demonstrator at Work—A Special Background Lends Atmosphere to His Efforts 
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To Users, Producers, 
Installers 


of window display advertising! 


ERE’S the one big chance of 

the year to get the latest in- 
formation on what is being done in 
window display advertising—the 
1927 Convention of the Window 
Display Advertising Association. 


Remember—you can’t buy books 
or get elaborate statistics on win- 
dow display advertising. And 
knowledge gained from experience 
is often mighty expensive! 





3ut experience will be free at 
this Convention—lots of it! You 
can get the benefit of what others 
have learned—some of them at no 
little cost—by just attending. 


Here is only a small part of 
some of the interesting discussions 
planned : 


Advertisers whose problem is to 
get the dealers to use their display 
material will be able to hear how 
some large concerns distribute 


theirs—by crews, by salesmen, by 
installers, by mail. 


The Agency Viewpoimt on win- 
dow display will be the subject of 
a special talk by the representative 
of a large advertising agency. 


Producers will get some really 
definite information from “‘Apply- 
ing the Principles of Retail Win- 
dow Display to the Problems of 
the National Advertiser.”’ 


There will also be an exhibit of 
everything new—different—novel, 
from which to draw inspiration for 
your program for coming cam- 
paigns. 


Reserve October 4th, 5th and 
6th NOW. Place: Hotel Pennsyl- 
vania, New York City. Everyone 
interested—whether member or not 


‘—is cordially invited. Write at 


once for complimentary tickets. 


WINDOW DISPLAY 


ADVERTISING ASSOCIATION 


National Headquarters: 8 West 47th Street, New York City 
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Merchandising A Western Holiday 


We Extract Full Selling Values from Windows Installed to Pay 
Tribute to the Skill and Hardiness of Mountain Horsemen 


By JOHN A. GILBERT 
Advertising and Display Manager, Barnes-Wood Co., Colorado Springs, Colo. 


NE of the important local holidays in Colo- 

rado Springs is the rodeo, which is held 

here annually. It is an event that has a 

strong hold on the people of the region, 

because of its dramatic portrayal of the 

manliness and courage of the men of the outdoors. 

Though the cattleman and cowboy no longer hold the 

picturesque place in the public mind which was theirs 

formerly, memory of the heroic past casts a mellow 

glow upon this annual revival of sports and trials of 

strength now slipping into the limbo of a colorful 
yesterday. 

To share in the tribute which the city extends to 
the participants in the rodeo, the Barnes-Woods_ win- 
dows are always fittingly dressed, and this year our 
displays went over better than any project that I have 
ever attempted. This has led me to believe more than 
ever that original and interesting ideas can be carried 


TOE ie aes oe 





out at times in a manner that will create publicity of 
lasting value. 

Of course, from a purely mercenary or selling stand- 
point, this type of display does not rank high, but it 
does keep the passerby interested, and he will continue 
to watch your windows to see what you are going to 
“pull” next. 

In fact, any worthwhile scheme for display that will 
cause a larger percentage of people to pause and look 
in your windows is worth attempting, even if results 
are not just at that time apparent. 

However, from a selling standpoint this display is 
proving very efficient, as we have already sold a number 
of ten-gallon hats, silk handkerchiefs and Indian 
blankets, which we do not sell at other times. 

All twelve of my windows, 110 feet of front, were 
trimmed strictly western style, and the ten large ones all 
had backgrounds similar to the illustration. The cut- 
outs were all my own work, 
painted on 16-ply board in show 
card colors and then cut out. 

The first window was en- 
titled “‘Rain-in-the-Face Point- 
ing Out Pike’s Peak to Old 
Sour Dough.” The cut-outs 
and background were backed by 
yellow sateen set in a textoned 
frame and trimmed with an 
Indian blanket on the floor, In- 














dian basketry and a tepee made 
of rodeo handkerchiefs. 

The second was entitled 
“Chester Byers: This Ain’t 
Ridin’, Just One of His Tricks.” 
The window was trimmed with 
hand-painted silk shirts, _ tri- 
angles and squares, blankets 
and leather cuffs. 

The third contained a saddle, 
photos, trophies and ribbons of 
Miss Josephine Wickes, Queen 
of the Rodeo, champion relay 
rider and a Colorado Surings 
girl. 

The fourth had a_ back- 
ground much the same as the 


TRIO OF THE DISPLAYS— 
Top, No. 4, “Buck Lucas Taking 
a Steer to the Alkali”; Center, 
No. 3, Saddle and Trophies of 
Josephine Wickes, Queen of the 
Rodeo; Base, No. 1, “Rain-in-the- 
Face” Pointing Out Pike’s Peak to 
“Old Sour Dough” 
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first, except that it was all card stock with cut-out sil- 
houette riders, an opening cut out and covered with 
crepe paper for the sun and a fence made out of wooden 
strips. It was trimmed with hats, blankets, handker- 
chiefs and leather cuffs. It was entitled “Buck Lucas 
Taking a Steer to the Alkali.” 

Number Five was entitled ‘They're Off—Tad Lucas 
Bets Old 13 Will Win in a Walk.” The cut-outs here 
were set in front of a lithographed woodland scene 
flanked by pine trees, the floor covered with grass mat- 
ting. The accessories were ladies’ hats and _ riding 
habits. 

The sixth was entitled “Red Sublette Ketches One 
and He'll Win the Tube of Tooth Paste if the Rope 
Don’t Break.’”’ It was much the same as the fifth. The 
rope from the pony to the steer was a piece of heavy 
cord. Hats and leather coats supplied the atmosphere. 

The names used in titles were those of performers 
at the rodeo. The colors of the cut-out posters were 
rich browns, yellows, greens and blues. 





Governing a Hundred Windows 
(Continued from page 7) 


approved and purchased by Mr. Westerman for all Consumers 
Power Company stores. From‘a unique card system of dis- 
play stocks, and from blueprints, of each sales floor and show 
window, many portable displays are prepared and shipped 
over the entire system. It requires practically one year for 
a display to cover the entire route, and must be adaptable 
to all store windows. The department shipping crates, cases 
and trunks used for portable displays are red enameled and 
stencil marked. This makes it easy to identify materials from 
the display department also simplifies the locating of a lost 
or misplaced shipment. 

When a show room in the big Consumers Power Company 
system is listed on the building or remodeling program, the 
department is called upon to work out their problems with 
the other specialty engineers that the company may have the 
most modern installation possible to meet their dispiay re- 
quirements. 

In the new Jackson general offices, the customers’ ha!! or 
show room furnishings, as well as many other features, have 
been designed, purchased and arranged by the display depart- 
ment, and no expense has been spared to make this the most 
modern and attractive show room of its kind. 

Mr. Westerman has as a first assistant, D. S .Ford, who 
has had considerable experience in the utility display field, 
and who was promoted to the Jackson office because of an 
excellent display record in the Battle Creek district of the 
same company. 





HANICK LAUNCHES OWN DISPLAY SERVICE 

Samuel J. Hanick, until recently in charge of the Phila- 
delphia unit of the Reuben H. Donnelley Corporation’s win- 
dow display service, has left this organization to sponsor the 
S. J. Hanick Co., advertising distributors and window in- 
stallation service. The Hanick Co. has taken over the fire- 
proof building at 925 Cherry Street and is making good head- 
way in its quest for business. 





BRITISH HOLDING THIRD NATIONAL MEET 

September 5 marked the assembly of the third national 
display convention of the British Association of Display 
Men and allied societies. The convention was staged at 
Leicester under the auspices of the Leicestershire Window 
Dressers’ Association, of which Sir Charles Higham, noted 
advertising man, is president. The Leicester men had left 
no stones unturned to provide record entertainment and in- 
struction. Details of the gathering will be presented in the 
October “DISPLAY WORLD,” whose correspondent will 
cover all sessions. 
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The Reflector That is 
“Sold With a Lifetime 
Guarantee” 


(re 
ome 


LUSTRE ~~ 





These two new mem- 
bers of the Sterling 
Family are specially 
designed for 100-Watt 
Type “A” INSIDE 
FROSTED LAMPS 





AND now with the great season of Show Window 
Displays at hand—and Christmas just around the 
corner—it will be decidedly to the advantage of dis- 
playmen to investigate Sterling Reflectors and thus 
insure that the lighting facilities are right. 


Spot and Flood Lighting effects are extremely popular 
for Fall displays, and $trrling Flood-O-Lite Jr., 
Spot-Flood Light—the displaymen’s favorite—will 
give desired results. Complete information mailed on 
request. 


Reflector & Illuminating Co. 


Representatives in All Principal Cities 


1403 Jackson Blvd. Chicago, U. S. A. 
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Coal Windows withouta Lump of Fuel 


Minneapolis Gaining Favorable Impression of a Big Supply Company 
Through Displays Emphasizing Service and Civic Interest 


By OLOF F. CARLSON 
Credit Manager, Pittsburgh Coal Co. of Wisconsin, Minneapolis, Minn. 


UR company’s retail 

department has 

heen keeping up a 

very interesting 

series of displays 

in our windows at the busy 

corner of Fifth and Hennepin 

Avenues. Here there is ample 

space for promotion of our 

product and it has not been 

neglected. On the contrary, it 

has kept the writer fairly busy 

thinking up new ideas and get- 

ting the material to work them 

out. The subjects chosen have 

usually been current happen- 
ings or celebrations. 

Tor instance, in May the 
city was deeply concerned with 
a public subscription of $100,000 for a municipal pipe 
organ. We decorated our Hennepin Avenue window 
for three weeks in support of the movement and re- 
ceived very high praise from city officials. A short 
while afterward, when we were in the midst of a city- 
wide “Clean Up and Paint Up Week,” we dedicated 
one window to advancement of this cause and linked 
up with the theme, “How to Put the Furnace Away 
for the Summer,” a subject which few coal users ever 
consider. 

In our organ window we employed a number of 
musical curios. There was an old English coach horn, 
very slender and thin, “used on the Dover coach, 
London to Dover, in 1810,” and a companion piece 
was an English hunter’s horn. There was also an 
army bugle “which the old soldiers liked to hear, 
especially when it called to ‘eats.’’”’ An ancient organ 
labeled, “When You and I Were Young, Maggie, This 
Made Some Swell Music,” was another feature. 


When we took up the “furnace issue,” we got down 
to cases in a hurry. We constructed a “brick” flue 
at the left end of the display, and against this placed 
a card lettered “Flue Week.” Across the front of the 
window was a series of small cards calling attention 
to various factors in proper use of the flue. An old 
rusty pipe was shown as the cause of counter drafts. 
Ribbons attached to these defects led to cards which 
indicated the difficulty. “Pipe Insecurely in the Chim- 
ney?” “Soot Door Partly Open?” “Have You Re- 
moved Soot Recently?” “Cement Gone Out of the 
Flue Itself?”” were some of the questions asked. 


We also suggested in “putting away the furnace 
for the summer” that the coal bin be washed out with 


-, PITTSBURGH 
&2OAL COMPANY 
DELIVERY 


ANVWHERE ~ANYV TIME / 
BLIZZARD — RAIN Of Shi hide 





“One Ton More”—A Typical Carlson Sales Window Capitalizing Lateness of Spring 


a hose so that the accumulations of dust which are 
stirred up when the new coal supply is put in could 
be removed. 

Whenever a holiday comes along we make sure 
that appropriate windows are installed. Washington’s 
birthday, St. Patrick’s Day, the “Glorious Fourth,” 
and all the rest are given their share of honor. And, 
meanwhile, we do not neglect publicity for our own 
products. Late this spring we installed a window 
calling attention to the tardiness of winter’s departure 
the preceding year and advising purchase of another 
ton to round out the year’s supply. We have also 
demonstrated the content of our coals, their best 
energies, and their fitness for various domestic and 
industrial uses. 





COMPLETE DISPLAY SERVICE FOR RETAILERS 

The “only complete display service in the radio field” is 
the designation applied to Stewart-Warner display offerings 
im a catalogue recently published by the celebrated Chicago 
firm. This publication explains that the display division is 
composed of men with practical dsplay experience who know 
how to assist dealers in selling via the window, explains the 
rental system set up for traveling displays, and the special 
material stocked for expositions and shows. It also reveals 
the division’s ability to supply a wide variety of display fix- 
tures and equipment. 

The division is headed by W. L. Stensgaard, president of 
the I. A. D. M., to whom a high measure of credit is due for 
development of Stewart-Warner displays from a jumble into 
an orderly and productive system. 





DUTCH IN LARGER QUARTERS 
Samuel C. Dutch & Son, dealers in window display fixtures 
material of every description, announce their removal to new 
and larger quarters at 33 Main Street, Buffalo, N. Y. In 
modern show rooms they will display a complete line of win- 
dow equipment. 











September, 1927 THE DISPLAY 








“| Seer 



























































re 





iy || 










































































For —*~_— 
yee 


WORLD 29 





3344 





: ment 
- | esot i aa 
nr es pe eCcorations 
Oe hell 
’ 4" ei Chicago affords the most complete Display Equipment and Decoration Market in the 
= ‘idl ' World—Time and money may be saved, and the best that decorative genius creates can 
My be obtained in Chicago at prices that can not be duplicated—quality considered. 
= | 


= THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


: THE BODINE-SPANJER-JANES CO. 
, 1160 Chatham Court 


Distinctive Display Decorations 





BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


THE D. J. HEAGANY MFG. CO. 
1123 W. Washington Blvd. 


Metal Display Fixtures and Card Holders 





INTERNATIONAL REGISTER CO. 
13 South Throop Street 
“CUTAWL” Decorative Cutter 





THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 


Window and Interior Decorations 





SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations - 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers® by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 
Copyright, 1924, by The Display Publishing Co. 
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Putting the Burden on the Window 


Omaha Department Store Stages Sale in Which Price Appeal and 
Character of the Offerings Are Advertised Solely by Display 


HE Window Decorator Puts On a Sale” ot the store for eighteen years, to look over his windows 
was the caption of an advertisement which during the day and mark the values available to Mon- 
appeared in Omaha Sunday papers re- day shoppers. 
cently when the Thompson-Belden Co., Every window in the front was used in visualizing 
put on one of their most novel store events. the bargains at Omaha’s disposal and a thorough effort 

The copy was written in first person and purported to was made to arouse public interest. The idea was to 
be an invitation from Frank Fiala, display manager bring prospective buyers to the window rather than 


to use conventional 
advertising, basing 
appeal on price. In 
making the values so 


Th Wi d D t exceptional that the 
bli l im- 

€@ VVINGOW LICCOTALOL J ris oun 
f once they viewed 

hem, Mr. Fi - 

Puts On a Sale’ circle 
- of merchandise _in- 
cluding furs, dresses, 











eatiae For a long time I have been telling everybody millinery, acces- 
that my show windows were the best advertising sories, domestics and 
the store had and at last I’ve persuaded them toys. 
to let me put on Groups gathered 


in front of the store 


all day Sunday and 
MR. FIALA’S a e more people saw the 





PICTURE windows in one day 
Was Shown advertised only by the windows. than ever before, 
Here says Mr. Fiala. 
This sale takes place Monday. Come downtown Every item displayed 


carried with it a card 
bearing a brief com- 
ment by the display 
Inanager regarding 
iis value. Here is a 
Street. typical card: “I had 
a time getting this 


Sunday and see the bargains in the windows. 
I've picked out good ones for you throughout 
the store. Everybody will want some of them— 
and don't forget to look at those on Howard 











Bargains for Monday ae 
° . dress.” Another card 
Shown Only In the Windows read, “I have ceo! 


Come on down and I'll show you some real ones. Window shop either Sunday I1udson seal as one 
one of the best in- 


vestments as an all 
FRANK FIALA, around fur coat.” 


Window Decorator Mr. Fiala’s signature 
was appended to all 
of the cards. 


THOMPSON-BELDEN |e 


sale saw items selling 
freely in all depart- 
ments, the patrons 
apparently relishing 
the special prices 
A Reproduction of the Advertisement Announcing the Event—Note Silence on Goods and Prices quoted for the day. 


or Monday. The sale is Monday. 


“Where Sales Are Never Disappointing” 
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Out With 
This Issue 
The New heer 
48-Page Windows 
WROUGHT REFLECT 
IRON ' 
DISPLAY POSITIVE 
CATALOG APPEAL 
No. 12 to 
Yours for Your 
Customers 


the Asking 





The STEWART IRON WORKS COMPANY, Inc. 
Artistic Wrought Iron Division 18th and Madison Ave., Covington, Ky. 



































Price Tickets and 
Display Cards 


We make them in all sizes with single borders, 
double borders, and with gold bevel edges. 


BLACK 
and WHITE 
Background Papers 


in Stripes, Blocks and Circles 


Flowers, Borders and Drapes 
to Match 


No. 465—'” Block, 12% - $0.75 


yards long; per roll.. 


No. 5033—!4” Block, 12-yard | $4. 25 


Stock sizes, 8-ply white with two borders. 


ORDER NOW FOR FALL AND 
HOLIDAY REQUIREMENTS 





1%” x 2%”.... $0.80 per 100 

; iis a aaeee suc vesece Oper 100 rolls; per roll. 

Me" 2 @ Poche Sew No. 464D—'%” Stripe, 12%4- «$i 25. 
oe eee ll yard rolls; per roll . 

4 ma x 6 ‘ae Bare A ave gel one i op ier per 100 Diamond Border, 15 yards 

BP ESO Re toro 6. 9s oe ...... 1.75 per 100 long; per roll. . * $0.30 

ed ee 


Send for Black and White Circular 


No. 627 


10 Discount From the Above Prices 
% in Lots of 1,000 Cards or More 





DOTY & SCRIMGEOUR J 
SALES CO., Inc. & 


148 Duane Street 
New York, N. Y. 





Other Sizes Made to Special Order 








Manufactured by 


R. MARCHETTI & BRO. 


80 FOURTH AVENUE NEW YORK CITY 
Send for Samples 














‘mama 

















32 THE DISPLAY WORLD 


September, 1927 


Fishing Tackle Bids for Window Space 


Colorful Lithography Strengthens Showing of Goods Designed 
for Anglers—Heddon First in the Field 


By L. J. WOOSTER 


Sales Manager, James Heddon’s Sons, Dowagiac, Michigan 


TAND on the outskirts of the average 
American city on any Saturday afternoon 
in summer, and if you are stationed be- 
side one of those arterial roads which 
lead into the realm of the finny tribe, 

you will not fail to 
be impressed by the 
stream of automo- 
biles bearing camp- 
ers to lake and 
stream for a brief 
period of week-end 
relaxation.’ Usually 
their trips are short 
enough to permit es- 
tablishment of their 
camps at an early 
hour in some quiet 
nook where the balm 
of the quiet countryside may bring relief to the tired 
nerves of the city dweller, and where, after a night’s 
repose, he may arise to test his qualities as an angler. 

Perhaps, if not imbued with. the gypsy spirit, he 
may not arrive until the following morning, arising 
before dawn to catch an early train whose sleepy 
engineer and trainmen are dedicated to the service of 
the great god Fish. But in either instance, before the 
sun is high, he will be couched upon the bank in some 
quiet spot or far out in the solitude of the watery 
expanse; a “jimmy” pipe alight, and a posture of in- 
finite patience assumed as he settles down for a day 
of blissful indifference to the passing hours, careless 
of all save the bobble of his float, indication that some- 
where down below a fish is nibbling at his well-chosen 
bait. 

It is to favor the ardent fisherman that we have 
evolved the array of fishing tackle which has made 
the name of Heddon familiar to the buyers of this 
equipment. In the furtherance of this sport we have 
created a service which combines not only marketing 
of the best in hooks and lines and all the other para- 
phernalia of the angler, but to this we have added 
several select forms of bait, among them being the 
Heddon Stanley Ace, which gives to the follower of 
the sainted Walton assurance that if there are any 
fish to be had he will get his. 

To aid our dealers in corralling their portion of 
tackle sales we have not hesitated to employ the lead- 
ing media of advertising. A big striking lithograph in 
ten colors showing a huge leaping bass with mouth 
agape is the principal element of our display. In the 
window of the sport goods dealer this extraordinary 
picture constitutes a sure-fire means of grasping the 








Types of the Display Material Furnished by Heddon’s Sons 


passers’ attention. In the whole field of display there 
are few of its counterparts, and the unusual char- 
acteristics which it shows serve to make it a source 
of strength to all who use it. 

We also have a large board poster which is similar 
in design and which 
is ordinarily used in 
outdoor advertising. 
However, we furnish 
this on canvas for 
use as a background 
in dealers’ windows 
where the space is 
large enough to ac- 
commodate it. We 
believe this is the 
first time that a 
fishing tackle manu- 
facturer has entered 
the field of outdoor or billboard advertising. These two 
forms of display link up with our dealers’ advertising 
copy forming a combination which makes for suc- 
cess, and we feel that our window displays are one of 
the most valuable mediums that we have and offer 
us the best opportunity of tying up with the local 
dealer and our national advertising. 





Founding the Australian Association 


Displaymen of the Antipodes Gradually Building an 
Organization Modeled on English and American Lines 


By JOHN S. RICHMOND 
Honorable Sec’y, A. A. D. M., Preston, Victoria, Australia 


HE Australian Association of Displaymen was 
founded on July 1, 1925, by the writer with the 
assistance of R. S. Haines. The start has been 
very hard, our Victoria organization being our 

sole club for a long time. Now we are organizing a branch 
in Sydney, New South Wales. 

The association officers are as follows: President, R. S. 
Haines, Gill & Searl, seed merchants, Melbourne; first vice- 
president, T. S. Gill, Jr., T. S. Gill, store front manufac- 
turers; second vice-president, R. McKenzie, Buckley & 
Nunns, Ltd.; third vice-president, Gordon C. Bowd, sign 
artist; treasurer, F. C. Leighton, Parkers’ Display Stores. 

The national committee consists of Messrs. Nantes, 
Snow’s men’s store; Stirling, Mutual Stores, Ltd.; Isley, 
Meyer Emporium; Edwards, Buckley & Nunn, Ltd.; Can- 
ning, George & George; Watkins, Meyer Emporium, all of 
Melbourne, and Scott, MacClelland’s, Prahran, Victoria. 
The writer is the “honorable secretary.” 

The visit of the Duke and Duchess of York to the An- 
tipodes is an event to which the people of Australia are at- 
taching much importance at the present. Most of the large 
city buildings are illuminated and the streets are gay with 
bunting and flags. Displaymen are making much of the 
royal visit and have prepared a large number of special win- 
dows welcoming the. commonwealth’s distinguished guests. 
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MATERIAL — Hand Ham- 
mered Wrought Iron. 








DESIGN—Every pattern dis- 
tinctive and exclusive. 


WORKMANSHIP—An at- 
tainment which only skilled 
artists can produce. 








PRICE — No higher than 
products of inferior quality. 


DISPLAY FORMS—Standard 
height; superior finish $7.50 








Everything for the Displayman and His Window Requirements 


‘a A 
ocrCoien 
| Studios 


Offices and Showrooms 7 1607 BROADWAY 3:5 Ee New York City 




















Visit Schack’s New Salesroom 


Now Located on 
Main Floor, Factory Building 
134 N. Robey Street 





No expense has been spared to make our 
New Studio and Salesroom the finest in the 
country. Better Display facilities and con- 
centrated service make it the “Mecca” for 
all displaymen who are looking for new and 
original decorative ideas. © 


Our New Fall Line is Now Ready 
for Your Inspection—Come 


and Visit Us. 


One of the 12 Model Windows in Ou: Studic. 


Send For Our New Fall Flower Book---It’s Free 


Every merchant and displayman should have a copy of this Big Wonder 
Book of new and original decorative ideas. Send for your copy today. 


IT’S FREE FOR THE ASKING 


SCHACK ARTIFICIAL FLOWER CO. 
ee CHICAGO “atastoee 
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Beneduce---Exponent of Modern Art 


How the Display Manager of a Great Cleveland Store Blends the 
Artistic With Business by Brush, Scissors and Paste Pot 


3y LESTER C. DIETZ 
DISPLAY WORLD Staff Representative, Cleveland, O. 


INE art has a def- 
inite place in busi- 
ness. Spend an 
hour with Antimo 
Beneduce, display 

play manager of the Lindner- 
Coy, Cleveland, strolling 
through the store with him, 
stopping before this or that dis- 
play to discuss an artistic effect, 
such as the writer did recently, 
and you'll agree with this as- 
sertion. 

Beneduce, who is a graduate 
of the Cleveland School of Art, 
and a painter of considerable 
note, has applied his knowledge 
of fine art to his display work 
at the Linder-Coy store so skil- 
fully that he is receiving nation- 
wide attention. Here is a short 
review of the reasoning he uses 
and the theory that he carries 
out in all of his displays 
throughout the entire store as 
well as the beautiful windows 
on Euclid Avenue in Playhouse 
Square. 

“In modern art, the artist 
paints his reaction to the scene 
or object reproduced,” he says. 
“The day of trying to make a 
perfect likeness has _ passed; 
photography does a better job 
of that anyway. The modern 
artist puts his feelings into the 
picture, and the _ observer, 
should he have the proper un- 
derstanding, has these feelings 
transmitted to him when he re- 
views the finished product. This 
is the reason why many people 
do not like cubistic and ultra 
modern art. Their understand- 
ing is not sufficient to grasp 
what the artist has put into the 


” 


work 





BENEDUCE ORIGINALITY — 
Unique ideas are the Clevelander’s 
chief asset. Instances shown here 
embrace: Top, a background screen 
showing covers of “Vogue”; center, 
an unusual screen designed to set 
off the handbags; base, a compari- 
son of millinery styles for 1914 
and 1926. 
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When asked how this affected business and more 
particularly how it affected his work as a displayman, 
Beneduce did not hesitate with his answer. 

“The object of all display is to make the observer 
desire the merchandise. If the displayman makes use 
of the proper artistic effects and puts his ideas into his 
work in a truly artistic manner, the observer will ‘get’ 
his idea and evolve a desire for the merchandise. This 
is a successful display.” 

Beneduce carries out his theory everywhere in the 
Lindner-Coy store. Not only in the windows but in 
practically every nook and corner of the institution the 
handiwork of Beneduce and his able assistant, Elnora 
Weaver, greets the customer in a manner that helps sell 
merchandise. When you see a Beneduce display you 
see the goods displayed first always. But you never 
overlook the background which, with its highly colored 
figures and quite modern tendencies, strengthens your 
desire for the goods. This brings to mind a leather 
goods trim in which Beneduce used one of his charac- 
teristic screens in the background. The screen showed 
all forms of travel in such a fascinating manner that a 
desire to travel was sure to come over you. Beneduce 
is a real artist whose artfully delineated themes inspire 
you as you study his work. 

Scissors, colored paper and the paste-pot are used 
as much if not more than pen and brush in the display 
department at Lindner’s. Whenever it is possible to 
execute a screen, window card or other decoration by 
the use of cutout figures, this method is employed. The 
cutouts on the window cards always attract attention 
and always have a message to add to the story of the 
window. 

The windows at Lindner’s have been draped with 
fine net curtains just back of the glass. These curtains 
are appliqued with bright tulips or other flowers across 
the bottom in a border effect to harmonize with the 
window. For some trims the curtains are drawn to- 
gether and one must look through them to see the dis- 
plays. These are beautiful if the right lighting effect is 
used. They are never crowded, usually have a screen 
background, to tell the story of the merchandise and 
always an appropriate card. Beneduce does not merely 
suggest ; he gives you the complete idea. 

At this season of the year the interior of the store 
is fairly alive with the story of sport. Everywhere 
decorations have been set up that make you feel like 
getting into some sport togs and engaging in a game of 
tennis, golf or what not. Even the elevators are pan- 
elled, and at present show clever scenes that awaken a 
desire for outdoor sport. In the dress department, 
awnings in typical country-club stripes are placed at 
the top of the dress cases, and the plain floor coverings 
are brightened here and there with appropriate mats. 
The stock cases behind the counters in the glove de- 
partment are decorated with long panels of cutouts 
illustrating sports. 

Display cards throughout the entire store carry out 
the modern—almost futuristic—art tendencies of their 
creator. They are made by gluing odd-shaped pieces 
of tinfoil on a board with the grain running in various 
directions. Over this the figure and lettering (also cut- 

(Continued on page 47) 
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Two-Compartment Sign Holders 


These card holders eliminate work. Special 
“Anniversary,” “Before Inventory,” or like signs 
are slipped into upper 
compartment. These 
signs may be kept until 


another like sale. 

















The frames are fur- | 
nished with 9”, 12” or | 
| 





15” high standards. 
Base is 6” diameter, cast 
iron with brass cover. 
Statuary bronze electro- 
plated finish. 














No. 317 | 
$2.50 | 
Each | 

THE D. J. HEAGANY MFG. CO. | 
1121 W. Washington St. Chicago | 

















hrutulife 
men command 
attention 


id 


Wax Figures add that 
touch which::::--::: 
Sells More Goods 


Chrutulife Wax Produch (0. 


24 Erie Street 


MILWAUKEE, WISCONSIN 
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How I Secure Ideas for My Settings 


Every Day Occurrences Noted in the Store and in Journeys About 
Town Contribute Bulk of Schemes Developed in Our Windows 


By JOHN H. RICE 
Display Manager, Espenhain’s, Milwaukee, Wis. 


HE outstanding pe- 

' culiarity of my per- 

sonal scheme of 

window trimming 

is insistence that 

every setting shall be taken 

from every day events or from 

ideas borrowed from _ brother 

displaymen, or based upon ideas 

derived from their work and 
modified to fit my needs. 

Whenever I see something 
interesting or unusual, I make a 
note of it, and a pencil sketch of 
the scene, if possible, working 
upon the assumption that it 
may supply the idea for a set- 
ting. Such was the basis for a Community Chest dis- 
play which won me a silver cup. In the alley back of 
the store, I saw an old woman sorting over a pile of 
rubbish and ashes for pieces of wood and coal, and on 
another occasion, I noticed a group of little “tots” going 
through spoiled fruit cast away by our fruit department. 
Combining these scenes, I had the setting for the win- 
dow that won the Community Chest’s token. 

An interesting ‘“Father’s Day” window was a por- 
trayal of our men’s furnishing department reproduced 
from a pencil sketch. This year I used the drawing 
as the plan for my window and it drew a splendid re- 
sponse from the public. The window created for 
“Children’s Day,” a display that won honorable men- 
tion from the contest judges, was just a general show- 
ing of children’s merchandise and games. 


aA 


Ree 


























A Scene in Espenhain’s Men’s Wear Department Provided the Inspiration for 


. Mr. Rice’s Fathers’ Day Display 





Hunger and Poverty Graphically Portrayed in This Community Fund Display Brought 
Rice a Loving Cup Prize 


Our store has found it profitable to use its windows 
in featuring new merchandise the moment it arrives, 
leaving to printed advertising the task of sounding the 
price appeal. We have found that natural presentation 
counts mightily, a drape of yard goods illustrating the 
use of the fabrics, for instance, making a better impres- 
sion than a drape worked up in fluffy fashion. I main- 
tain that all merchandise should be displayed to create 
a demand. A sale window can be a little stocky, but 
seasonable, and new merchandise should be displayed 
as soon as you see it in actual use. 

For special settings, I use wallboard for nearly 
everything that is to be built. Give an alert window- 
man wallboard and a Cutawl machine and he has an 
unlimited field for expression of artistic temeparment. 
As to the floor coverings, the type selected depends 

upon the requirements of the 
‘season or setting. If an out- 

door scene, the proper covering 
will be grass matting, white 
sand or prepared cotton; if an 
interior scene, congoleum with 

a hard white floor or marble 
effect, or beautiful rugs. 

-¢ m4 | My color schemes are usu- 
\ | ally devised to harmonize or 
“ contrast, the plan being depend- 
a ent upon the merchandise fea- 

tured. For lighting effects, I 


; change all my lamps to what- 
4 ever color I desire and to get 
#..©— the desired shade, use white 
shellac, thinning it with alcohol 

and dye. I color them with the 

removing 


solution, afterward 
the color with alcohol. 
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Display Units 


MASTERPIECES 


WROUGHT 
IRON 


The sturdy delicacy and sheer ar- 
tistic beauty of our latest “Wrought 
Iron Display Units” created by our 
French designers will make your 
window displays unique, compelling, 
and the envy of all your competitors. 


For those stores desiring individual 
displays in Wrought Iron, our staff 
of French designers will design for 
your exclusive use graceful display 
stands to cover your purpose. We 
make no charge for the designing of 
sketches for such exclusive displays. 


Write for 
Catalog “C” 


45 Last 22"4 Street 
N EW YORK 
CALEDONIA 4233 
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Exit Anniversary---Enter Celebration 


How Pisitz, of Birmingham, Put a New Dress on Their Annual 
Birthday Sale and the Part the Display Department Played 


OMETIMES an ambitious displayman, 
looking over the windows of a large de- 
partment store, declares: “If I had the 
facilities of a store of this size and char- 
acter, I could greatly improve on these 

displays.” Perhaps he is right, but not likely. At any 

rate he has the right spirit, but there are many things 
to be considered in regard to managing the display de- 
partment of a large department store: 

Not very often does a man rise to the position of 
display manager in a large store until he has proven his 
ability in every branch of display work. He must be 
a diplomat, and have unusual versatility and originality, 
and be ready to meet every emergency smilingly. A 
knowledge of psychology is also of inestimable value. 
In short the seasoned veteran who has gone through the 
“University of Hard Knocks” and still has a progres- 
sive spirit is best fitted to cope with every situation. 
If the store wants to stage style event, carnival or sale 
he must always have something “‘on top.” 

The following will give an outline of how one dis- 
play manager put over an unusual anniversary sale, in 
keeping with the store’s customs. 

The Pizitz Company, of Birmingham, held an an- 
niversary celebration in June, and one of the foremost 
figures in the corps of store executives which planned 
the sale was Display Manager Harry W. Hoile. The 
sale was unique in advertising and atmosphere. It was 
distinguished from the usual hackneyed “event” of this 
type by name, being christened the “June Celebration,” 
in order to enhance its appeal to the public. Every 
effort was made to provide a setting that would kindle 
public interest and insure belief in the magnitude of 
the store’s project. 

About three weeks prior to the sale, motion pictures 
were made for advertising purposes showing Pizitz 
buyers lined up before a train of Pullmans, each hold- 
ing a suitcase bearing a single letter so arranged that 





they spelled “Pizitz June Celebration,” while an enor- 
mous banner running the full length of the observa- 
tion car, read: “Pizitz Buyers’ Special.” 

Next the buyers were shown waving good bye from 
the platform of the observation car, then in New York, 
inspecting and selecting merchandise, and finally a long 
freight train was shown pulling into the yards at Birm- 
ingham, covered with signs announcing that its contents 
were goods bought for the sale. Three large loco- 
motives standing abreast with steam up were shown 
covered with circulars and signs. Drays were pictured 
moving the goods from the cars, and, last but not least, 
the Pizitz building was shown with three hundred flags 
of green, red, blue, orange and purple flying from the 
upstairs windows, three large banners waving on the 
roof, and twenty-seven candles, eleven feet high, glow- 
ing up the second floor cornice. These were jade green 
and were illuminated by 1000 watt lamps. Across the 
corner of the building was a highly colored illuminated 
cutout of a “troubadour,” the permanent emblem of the 
Pizitz celebration. 

On the interior, large rose garlands were draped 
between the columns, carrying out a green and pink 
color scheme which contrasted pleasantly with the buff 
finish of the store. Large, artistic plaques in light 
green with pink and white tassels bearing the June Cele- 
bration slogan, “You Will Never Forget,’ were also 
prominent. Several large cut-out ‘“‘troubadours” were 
also used. All of the art work, plaques, posters and 
related display accessories were turned out in the dis- 
play department studios under the personal supervision 
of Mr. Hoile. 

On the opening day of the great ‘‘Celebration,” 
which in reality was the twenty-seventh anniversary, 
the store’s family wore paper hats, blew horns, threw 
confetti and assumed a carnival spirit. Business began 
with a rush and at the conclusion of the sale was found 


(Continued on page 55) 
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A Trim of Men’s Shirts That Exhibits the Skill and Artistry of Display Manager Hoile 
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The Plastic Forms 
used in the above 
drapes are used 
through the courtesy 
of the manufacturer. 


The Marvelle 
Form Co. 
Saginaw, Mich. 























New KOESTER DRAPES for Fall 


Above are shown two of the many new drapes developed for use on the New 
Plastic Draping Figures, Wax Forms, Papier Mache Forms and Cut-out Figures. New 
stand drapes for use on wrought iron stands, occasional furniture and regulation drap- 
ing stands are now being taught. 


Good Draping is the Measure of a Good Display Man 


The Koester Method is the standard of the world today—to know this method 
enables a displayman to solve all draping problems. 


A short time and a small investment wisely placed now in a course 
of instruction and training in Advertising, Window Display, and Show 
Card Writing will insure for you in later years a position of safety and 
independence. The Koester School is the OLDEST, LARGEST, most 
WIDELY and FAVORABLY known School of its kind in the world— 
founded in 1905. It is, therefore, the most satisfactory institution in 
which to qualify for retail publicity work. 

It requires ONLY EIGHT WEEKS through our specialized sys- 
tem of instruction and training to give you the boiled-down experience 
and accumulated knowledge of 22 years in this special field. 


The KOESTER SCHOOL 


314 S. Franklin St. 


Chicago 
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Timely Plans for Furniture Trims 


Showing Eleven Rugs in a Single | 


Vindow—How Rasley Captured the 


Chief Prize in National Music Contest—Estes’ Sweeper Model 
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LEVEN rugs shown 
in one window 
without crowding 
and in such order 
that the charm of 

color and the appeal of pattern 
in each piece was brought out, 
was the recent accomplishment 
of Leo R. Ball, window deco- 
rator for the Meyer-Lindorf 
Company, of LaPorte, Indiana. 
Whittall carpets were featured, 
a large rug being used as a 
background, with silk hangings 
as’ flanking ornamentals. On 
each side large rugs draped at 
angles from the top of the win- 
dow disclosed their bright 
colors and attractive designs 
while a variety of smaller pieces 
rolled, or displayed in fan fash- 
ion, appeared in the foreground. 
Quite naturally the floor of the 
window was covered with rugs 
and thus the window manager 
was able to include a couple of 
good examples of the manufac- 
turer’s products in their normal 
positions. 

Realizing his inability to 
cover stocks adequately with the 
space at his disposal, Mr. Ball 
complemented the showing with 
a sample book shown on a low 
plateau, the leaves being ar- 
ranged in such manner that 
a number of designs, not on 
view in the window, were pre- 
sented tothe passers. The dis- 
play is said to have brought ex- 
cellent results. 

J. A. Rasley, who recently 
assumed the post of display 
manager for Lyon & Healy, 
Chicago’s noted music house, 
lost no time in demonstrating 
his ability. Shortly after taking 
over his new position, he en- 
tered a display in the National 
(Continued on page 55) 





A TRIO OF WINNERS—At the 
top is Leo Ball’s Rug Display; cen- 
ter shows Rasley’s winning Music 
Week window, and below is the 
Sweeper Model that brought dis- 
tinction to Mr. Estes. 
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Create Christmas Enthusiasm 


With Lackner Ready-to-Letter Christmas 
Show Cards, Cutouts and Price Tickets 


They kindle customer enthusiasm and stimulate 
gift-thought in the giver. 

The larger stores in America use thousands 
of these holiday business stimulants each year. 

This season finds our line more beautiful, more 
extensive than ever before. The various sizes and 
styles have been made to meet every requirement. 

The designs are attractive—the color harmony 


refined and pleasing—the card board is of very high 
quality—in fact, a grade that absolutely insures 
clear, perfect lettering surface for your card writer. 

The prices are so reasonable that they are below 
the actual cost of the design alone, were you to at- 
tempt to produce them locally. This interesting fact 
is made possible because of our tremendous volume 
all over the country. 


Two New and Magnificent Window Cutouts 





























Model 101-W 

PRICES 
| eee 50c Each 
OS a eee cee 40c Each 
eS 2 ae 35c Each 
ee So ee 30c Each 
I oe i oe hk eee 25c Each 
er err 20c Each 


IMPORTANT Sesser 
; AVS b received there ( 


Two exquisite show window cut-outs 
measuring 12” x18” artistically die cut. 
They are beautifully printed in colors, red, 
green, black and gold, on 12-ply stock with 
changeable mat center insert. 














Model 102-W 


d for delivery in the order in which they are 


it is to your great advantage to order N 


Lackner Printing Company 


Pioneer Manufacturers of Ready-to-Letter Christmas Show Cards 


21 W. PEARL ST. 


LACKNER BLDG. 


CINCINNATI, OHIO 
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RANGE OF SIZES 


Price Tickets, 234 x 31%4—Landscape Only. 
32nd Sheets, 312 x 514—Landscape or Upright. 
16th Sheets, 514 x 7—Landscape or Upright. 
Eighth Sheets, 7 x 11—Landscape or Upright. 
Quarter Sheets, 11x14—Landscape or Upright. 
Third Sheets, 9 x 19—Upright Only. 

Half Sheets, 14 x 22—Upright Only. 





All designs shown on this page are made in the full 
range of sizes, from price tickets up to half sheets. 


























Design No. 41 

















Design No. 62 Design No. 72 











MANUFACTURED EXCLUSIVELY BY LACKNER PRINTING C0j LAC 
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Price Tickets, 234x314 
32nd Sheets, 314x52 .. 
16th Sheets, 514x7 

Eighth Sheets, 7x11 ... 
Quarter Sheets, 11x14 . 


Half Sheets, 14x22..... 


Third Sheets, 9x19..... 


2000 
Lots 
Price 
Each 


Yc 
1%c 
234c 
4c 
4c 
7c 
8IAc 


1000 500 

Lots Lots 
Price Price 
Each Each 
1c 1%c 
2c 27Ac 
3%c 4c 
444c 5i4c 
5c 6'Ac 
8c 9c 

9'%4c 10c 


250 100 
Lots Lots 
Price Price 


Each Each 
2c 2%4c 
3c 4c 
5c 6c 
6i4c 7c 
8c 9c 
lic 15¢ 
12%c 17c 


All Prices F. O. B. Cincinnati 


PRICE LIST 


50 
Lots 
Price 
Each 


3c 
S¢ 
7¥Ac 
8c 
10c 
17¢c 
19¢c 
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Design No. 61 























Design No. 71 
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LACKNER BLDG., 21 W. PEARL STREET, CINCINNATI, OHIO 
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Pictorial Cutouts — Full Sheet 
Die Cut—Ready-to-Letter 





Suitable for 


SHOW WINDOWS 
SHOW CASES 
COUNTERS 


WALLS | | THIS SPACE 
COLUMNS Ni) 


These pictorial signs are excep- R r O R 


tionally effective when used in 
connection with artificial flowers 


——<—<_ ee ‘<€ LETTERING 


Here’s a new kind of sign meas- 
uring 20x26 inches made espe- 
cially for the largést stores. 








MODEE..A 
It consists of two sheets of card- PRG AOR ee 
board. The tront sheet, on which 190006000 


the design is processed, is die cut me Wa: . 
all around the outer edges as well E> Bei 
as in the center, creating the — 

effect of a pictorial frame. A 








A Dominating Ad 


As one looks through the cut-out 
he sees—the message which your 
card writer can letter to meet re- 
quirements. The impression cre- 
ated is most striking. 


The front portion is printed in 
five colors on heavy white card- 
board, while the back sheet is 
eight-ply Buff stock ready for 
your lettering. 


PRICES 
e) fae 75c Each 
Lee of 2....... 65c Each 
lewet «€6S0......: 60c Each 
Lots of 100.......50c Each 
Lots of 250....... 45c Each 
Lots of 500...... 40c Each 
Lots of 1000....... 30c Each 


F. O. B. Cincinnati 














THESE PICTORIAL CUT-OUTS ARE MADE IN THE TWO DESIGNS 
HERE SHOWN, AND ONLY IN ONE SIZE, 20 INCHES BY 26 INCHES 


Lackner Printing Company 


21 W. PEARL STREET LACKNER BLDG. CINCINNATI, OHIO 
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Tie-ups are Frequently “Tied Down” 


Use of Illustrations and Copy Employed in the Advertising Campaign 
Often Hobbies Display Material—Selling, Not Propaganda, Its Role 


By ROBERT R. BROWN 
Display Counsel, New York City 


N general advertising the practicability of 

the “plan’’ policy has long been accepted. 

It has been concluded that to get anywhere 

with an advertising program, a goal must 

be set, a central idea selected which, it is 

believed, will lead most quickly to that goal, and ad- 

herence to it in all the media used until the objective is 

obtained. In short, the “plan” has superseded the 

kaleidoscopic “hop, skip and jump ‘clever idea’ policy,” 
and admittedly for the better. 

Yes, “the plan’s the thing,” but it is not everything. 

The broad scope of advertising cannot be reduced to so 


in unhappy attempts to adapt the “‘plan”’ to the medium. 
In fact, there has been no real effort toward adaptation, 
and the ruling idea seems to be economy. The theory 
is that, having the art work and the “copy” already 
“made up” for the magazines, it is economical to use 
them for the displays. Accordingly, in effect, the maga- 
zine page is transposed to the dealer’s window where 
in its new environment, it has no greater chance to 
function properly than a fish has of living a useful life 
out of water. The “tie-up” policy in its “tied-down” state 
has gotten nowhere except through its drabness driving 
the advertiser back to the scintillating “clever idea.” 


simple a formula. Advertising is 
not simple. After choosing a plan 
it is necessary to adapt the plan 
to the varying media essential to its 
development. It is in this unfold- 
ing that the best of “plans” go 
wrong, particularly in the case of 
display material. 

How should the “plan” apply to 
window advertising? At present, 
two methods of adaptation are in 
vogue, both of which lead a cir- 
cuitous and wasteful route to the ob- 
jective. One “method” which may 
best be described as almost without 
method so handles the material that 
when the finished product appears 
little is left of the original aspects 
of the “plan” save the name of the 








Can display material be made to fit 
into the advertising campaign? Can 
the same illustration and the same 
copy be employed? “The test ts the 
advertiser's ability to adapt his 
‘copy’ and ‘art’ to the peculiar re- 
quirements of the medium,” says 
Mr. Brown, who asserts “that many 
‘tie-ups’ are terribly ‘tied down. In 
building a display program,” he de- 
clares, “it should be kept uppermost 
in mind that the primary function of 
window material is not publicity or 
education but an appeal to ‘come in 


2 533 


and get it now. 


3etween these two divergent 
courses lies the shortest route to the 
objective of the general plan. The 
only hard and fast rule from which 
display material should not be al- 
lowed to deviate in the slightest de- 


‘gree is the theme of the campaign. 


That is a fixed star. Beyond that, 
free rein should be given in matters 
of art, copy, color, shape, size, con- 
struction, etc., so long as they sup- 
port the theme. In building a display 
program, it should be kept upper- 
most in mind that the primary func- 
tion of window material is not pub- 
licity or education but an appeal to 
“come in and get it now.” Any re- 
strictions, or barricades which pre- 
vent display from performing this 











product. Taking, as an example, 


unique function of effecting the sale 





from actual observation, a cam- 


defeats its purpose. Obviously, a 





paign based upon the idea that “tiny 

mouth glands keep teeth well,” the display used de- 
picted a baby juggling a toy balloon on the end of a 
tooth brush resting on his chin, The advertiser, no 
doubt, could ‘‘floor” you any time you took issue with 
him upon the display’s merit with the cryptic comment 
“Great attention value,” while your protest to the 
lithographic producer would be met with the all-suffi- 
cient answer, “It got the order.’’ For better or worse, 
for richer or poorer, the parenthood of this “clever 
idea” policy which still obtains in dealer display adver- 
tising, must be assigned to the producer who sees in it 
the mirage of the good business. 

The other course lies in exactly the opposite direc- 
tion. It is known and described by the name “tie-up” 
and has it’s origin in the advertising agency. It might 
be more accurately described as “tied down.” The 
foundation of the ‘‘tie-up” idea is the desire to relate 
the window matérial to the copy and illustrations used 
in the remainder of the advertising; its weakness rests 


* tiveness. 


display which does not stress the 
theme of the campaign wastes all of the value of the 
preliminary effort expended to create consumer recev- 
On the other hand, display material which 
merely echoes the educational propaganda of the cam- 
paign actually discourages the inclination to buy when 
the prospect sees the product in the store window. 
Given definite connection with the campaign, the pri- 
mary function of the display is to convert its message 
into a means of urging purchase—and urging it power- 
fully. 

Granting that the primary function is secured, it 
is also of advantage to incorporate a secondary appeal 
which supplements the first. In fact, this idea should be 
used whenever possible, as it does for the general cam- 
paign what the revival does for the regular church ser- 
vice. It induces many old patrons of your competitor 
to switch to your products for a period, with the result 
that a goodly proportion “stick.” This secondary plan 
: (Continued on page 73) 
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Evolution of the Papier Mache Form 


Processes by Which Sheets of Heavy Paper Are Transformed Into 
Display Figures Strong Enough to Support Weight of Ordinary Man 


By THOMAS T. KOPPLIN 


American Fixture & Show Case Manufacturing Co., St. Louis, Mo. 
(Reprinted from the KORRECT WAY Quarterly, A. F. & S. M. House Organ) 


HE most important thing about a display 
form of course is that it properly and cor- 
rectly shows the prevailing styles. Close 
attention must therefore be paid to style 
changes. The moulds (constructed of 

plaster and fibre) in which the forms are modeled must 
constantly be re-made and re-worked. Changes are 
made at least twice yearly—more often if necessary. 

The mould completed—test forms are made—the 
measurements carefully checked—and the mould is re- 
worked as necessary. Great pains are taken to see that 
the mould has exactly the right lines, so that correctly 
fitting forms will be obtained from it. 





The forms are built up from sheets of heavy papier 
mache paper. These are first thoroughly moistened. 
When sufficiently soft and pliable, they are given a coat 
of specially prepared paste and laid in the mould, a 
sheet at a time. Care is taken to work the paper into 
all of the depressions in the mould. Additional layers 
are then added, each thoroughly saturated with paste, 
to give strength to the form. 

After the two halves of a form have been “laid in 
the mould” they are joined together and the moulds 
removed. The form must then set for about six days, 
until it has thoroughly dried out. It now is still quite 





‘Completing the Job—Covering the Bodies With Jersey and Preparing for Placement in Stock 





Fastening the Paper Sheets in the Moulds 


rough and several additional operations are necessary 
before the finished product has been produced. When 
thoroughly dry, the form becomes hard and strong. It 
will readily support the weight of an ordinary man. 
The form is next sanded smoothly on_ specially 
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built machines. Then, two coats of white sizing are 
applied. When dry, this is again sanded by hand, to 
give the form an absolutely smooth, clean surface. 
Two coats of specially prepared flesh tint enamel are 
then sprayed on, after which it is given a final protect- 
ing coat of laquer. ‘All that then remains, is to cover 
the body with jersey—and our form is finished—ready 





Spraying Forms with Enamel Preliminary to Lacquer Coat 


to take up its task of displaying garments and creating 
sales for its prospective owner. 

Packing the papier mache form calls for the same 
care and thoroughness in handling. Each form is first 
wrapped in a paper bag to prevent soiling. Individual 
cartons of extra weight and strength are provided and 
the forms are securely packed therein with ample excel- 
sior to protect them against damage. 

Ingenious artisans have produced a complete papier 
mache family including full figure forms, ladies’ dress 
and blouse forms, men’s coat and shirt forms, boys’ 
forms, girls’ forms, hosiery forms and others. All are 
expert salespersons and are daily building business for 
progressive merchants. 





Beneduce — Exponent Modern Art 


(Continued from page 35) 


outs) are glued. When the light strikes these cards 
the effect is quite startling. 

Practically the entire rear wall of the store is glass, 
a feature which gives Beneduce excellent opportunity. 
These decorations involve figures and designs that tell 
the message of their departments. One of the most at- 
tractive is in the fur department where the effect is 
a forest scene depicting all the animals whose pelts are 
featured. 

An attempt to describe the work of Antimo Bene- 
duce and Miss Weaver is almost futile. You must see 
their work, see the use of color and artistic balance 
employed, to fully appreciate them. Go through the 
Lindner-Coy store and you, too, will say, “Fine art has 
its place in business.” 
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Window 
display 
installation 
service 


The 


Reuben H. Donnelley 
Corp. 


Chicago Philadelphia 
352 E. 22nd St. 1214 Race St. 


New York 
79 Madison Ave. 


























GIVES latest illustrated information of 
the outstanding line of Onli-Wa Display 


Fixtures used by leading displaymen 


everywhere. 


Copy Free on Request 
Also Catalog No. 14, Wrought Iron and Wood Fixtures 





) ; Display 
| Fixtures 


Reg. U. S. Pat. Off. 


THE ONLI-WA FIXTURE CO. 


Distributors of Stewart’s Wrought Iron Fixtures 
St. Paul Avenue Dept. D.W. Dayton, Ohio 
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Converts His Window Into A Stage 


Everett Quintrell Develops Interest in His Merchandise by Making 
It Serve as the Properties for Display Tableaus 


By CHARLES R. ROGERS 


EALIZATION that the prestige of his 
windows depends upon the conversion of 
the merchandise displays into spectacles 
which carry more than merchandise appeal 


has prompted Everett Quintrell, display 


manager for the Elder & Johnston Co., Dayton, Ohio, 
to produce a host of unusual showings. 

These are not what might be classified as “stunt” 
windows. ‘There is little effort to force the merchan- 


dise into a strained relationship with the theme that is 
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used. First and foremost at all times, is development 
of interest in the goods that are featured, and the throng 
of spectators that the alert displayman is bringing to his 
installations proves all too clearly the uselessness and 
the folly of a conservatism that clings to mere showings. 
Vacation goods derive their appeal from their asso- 
ciation with the pleasures of the vacation period. Cer- 
tainly a wicker lunch basket is far from seductive, and 
campers’ stoves have been ‘“‘done to death” in the un- 
imaginative and crude presentations that usually are in 
evidence. The interest that can 
‘ be developed in these goods 
Hay through well-planned display is 
attested by the vacation window 
which Mr. Quintrell recently 
installed. 





Through the cooperation of 
a Ford dealer, a runabout was 
secured, torn down and reas- 
sembled, piece by piece, in the 
window. Shown on a grass 
matting before a rustic back- 
ground, the auto was merged 
into a scene depicting a family 
on a picnic trip. The camp 
stove had been set up, a cloth 
spread, and the big picnic basket 
and thermos jar set nearby. 
Tennis raquets, a portable pho- 
nograph, a flash light and a first- 
aid kit stood out prominently 
in the small wares used as acces- 
sories. A male figure in sport 
clothes stood at the side of the 
car, while his feminine com- 
panion was seated in it. A child 
model appeared at the left 
carrying a small flag, a graceful 
link with the Fourth of July 
outing theme which underlaid 
the display. 

To whet the curiosity of 
Elder patrons, the auto was as- 
sembled in full view of passers, 
causing a great amount of spec- 
ulation and head-wagging. 

Another summer novelty 





DRAMATIC PRESENTATIONS 
—Top, an auto assembled in the 
window made the vacation goods 
display complete; center, a dress 
display made vibrant by a colonial 
residence; base, “Fishing from the 
Bridge”—a Children’s Day display. 
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was a bathing window showing a mermaid being pulled 
through the water by two fishes. When looking at 
this window it seemed as if the viewer was gazing into 
the depths of the ocean, a net drawn up against the 
glass and rubber animals scattered about creating the 
illusion. 

A fashion promenade in which a group of wax 
models clothed in becoming summer garb were shown 
passing a colonial residence also won Mr. Quintrell ap- 
plause. Into this scene he brought an atmosphere of 
the outdoors through the use of summer flowers and 
grass matting that delighted the spectator. A white 
picket fence was set close to the glass, and behind it, at 
a slight distance, rose the walls of a colonial dwelling, 
their striking white contrasting sharply with the bright- 
ness of the tiled roof. Graceful columns adorned the 
veranda, which canopied the broad white doors re- 
splendent in brass hardware and knocker. A quaint 
iron lamp lit up its recesses. 

When “Baby Week”’ was celebrated, Mr. Quin- 
trell produced a spectacle of a playground, with dolls 
posed here and there as the actors. Under a bridge on 
which stood the same little model that shone later in the 
outing window, ran a tiny stream stocked with gold-fish. 
Her older companion, presented as a youthful angler, 
stood anxiously awaiting an opportunity to haul in one 
of the shiny tempters. At the left of the bridge was a 
Custer toy automobile borrowed from a local dealer, 
occupied by two child models and a whimsical toy pup. 

When “Aw Hell,” one of the most recent ‘‘best 
sellers,” came out, Mr. Quintrell designed a window of 
unusual power, showing a soldier in a trench helmet all 
but concealed behind a breastwork of sandbags. Across 
this lay his rifle, bayonet fixed, as though aimed at a foe 
in the foreground. <A_ scenic background showing 
bombs bursting over a shell-torn hinterland made the 
window a compelling reminder of the Great War. 





GOLD MIRRORS ARE LATEST DISPLAY SENSATION 


Gold mirrors, that seemingly insolvable problem of 
chemists for years have now been successfully produced for 
use in a variety of wrought iron tables, consoles, plateaus, 
tabourets, shelving and for backgrounds in the Eastern dis 
play market by the Cyrille Steiner Studios, of 236 West 
Fifty-fifth Street, New York City. They have already secured 
orders from such notable houses as B. Altman & Co., Lane 
Bryant, Nat Lewis, James McCutcheon & Co., Arnold Con- 
stable & Co., Avedon’s, etc., and a veritable sensation has 
been created wherever this new type of gold mirror has been 
placed on display. 





CAST METAL COMPANY REORGANZES 


Announcement is made of the incorporation of Jamestown 
Metalsmiths, Inc., Jamestown, N. Y., this company to suc- 
ceed the Die Cast Art Bronze Corporation. This will give 
them opportunity to enlarge operations’ and they will now 
become a bigger factor in the production of cast metal spe- 
cialties of the better grade for display and advertising pur- 
poses. G. E. Eckberg is president, and M. O. Doolittle is 
secretary and general manager. 





NEW POSTER COLORS INTRODUCED 


The Kling Paint Co., 5414 Ingleside Ave., Chicago, IIl., 
has just introduced a new line of poster colors to meet the 
needs of show card writers and poster artists. They are 
ground very fine and can be used in the pen or air brush by 
dilution with water to the required consistency. 
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With KLEE FIXTURES your 
displays will appear as you would 
have others see 
them. 







“Let Your Display om 
Windows Be 
Klee Fixed” 














KLEE DISPLAY FIXTURE CO., Inc. 


MANUFACTURERS 








| 172 Atlantic Ave. Rochester, N. Y. 











UNUSUAL DISPLAYS 
INTERIOR DECORATIONS 


Specialists in Christmas Decorations 


FERRYMAN ART STUDIO 


36 West 33rd Street New York 
Telephone: Longacre 9439 
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We Highly Recommend Using Our 


MARVELLE CLOTH 


a stunning two-tone fabric in 20 colors that will show 
off your merchandise to the best advantage; also 
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: CREPED TINSEL CLOTH 
> a beautiful crinkled tinsel cloth in various color 
— combinations. 
, 
> 
> 
> 
> 
, 
> 
> 
> 
> 
> 
, 
> 


FOR IMMEDIATE. DELIVERY 
Samples upon request. Write Department D 


MENDELSOHN’S TEXTILE CORP. 


156 West 45th Street New York 
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Top, First Prize Window by Leslie Slack, Wurzburg Co., Grand Rapids; Base, Second Prize Display by W. Bartikoski, First 
Street Store, Duluth, Minn. 








September, 1927 


THE DISPLAY WORLD 51 


Children’s Day Windows Trail Blazers 


Displays Entered in Competition Prove that Toy Presentations Need 


Not Be Jumbled 





HILDREN’S DAY, celebrated for the first 
time on June 18th, evoked phenomenal 
interest among the merchants and display- 
men of the country under the vigorous 
promotion campaign carried on by the 

American Doll Manufacturers’ Association. Depart- 
ment and specialty stores featuring toys were quick to 
seize upon the day’s merchandising possibilities, and 
used their windows forcefully in directing attention 
to the unique new holiday. 

To enlist the support of progressive displaymen the 
Association launched a window contest which was cal- 
culated to sell dolls. While the rules were unusually 
liberal it was stipulated that each window must promi- 
nently feature a campaign window card designed for 
the occasion. This proved a stumbling block for a num- 
ber of high-class stores, whose display standards forbade 
inclusion of any display material other than their own 
designs. The majority of contestants, however, ob- 
served the rules closely, and vied by hundreds for the 
attractive prizes. 

Three judges dictated the distribution of the awards, 
the editors of The DISPLAY WORLD and “The 
Merchant’s Record and Show Window” each nominat- 
ing one and their candidates in turn choosing the third. 
The trio consisted of displaymen of national reputation 
but not directly connected with any concern in the toy 
or doll business, a circumstance that insured their free- 
dom from bias. The judges were O. C. McLeod, man- 
ager of McLeod Studios and instructor in display at 
New York University, William L. Cardon, display 
manager for McCutcheon’s, New York City, and 
Jerome Jaffrey, president of the Metropolitan Display 
Men’s Club. 


Slack and Bartikoski Win Chief Prizes 


The entries closed on July 11, and the judges met 
on July 14th and put in the better part of the day in 
making their selections. When their decisions were 
announced it was found that the major prizes had gone 
to the Middle West, the first award being granted to 
Leslie D. Slack, display manager for the Wurzburg 
Dry Goods Co., Grand Rapids, Mich., while the second 
had been taken by W. Bartikoski, display manager for 
the First Street Department Store, Duluth, Minn. The 
two-third prize awards were conferred upon M. W. 
Beaver, of the John W. Graham Co., Spokane, Wash., 
and Philip J. Bellanca, Hens & Kelly Co., Buffalo,N. Y. 

Such eminent houses as the S. Kann & Sons Co., 
Washington, and the Yowell Drew Co., Orlando, Fila., 
had been banned from the competition for non-observ- 
ance of the rules relating to posters. While unable to 
consider their entries for this reason, the judges made 
up a list of ineligibles worthy of honorable mention 
and this is appended to the list of prize-winners. 

The doll manufacturers were so pleased with the 
success of their venture that they have determined to 
repeat the celebration next year and hope to make it a 
permanent holiday ranking alongside of Mother’s Day 
and Father’s Day. 

The complete list of prize-winners includes many of 
the foremost windowmen of the country, and demon- 
strates conclusively that the men who are participating 
in contests regularly are singularly prepared to make a 
good showing. 

WINNING DISPI AYS 

First Prize—Leslie D. Slack, Wurzburg Dry Goods Co., 
Grand Rapids, Mich. 

Second Prize—W. Bartiloski, First Street Department 
Store, Duluth, Minn. 

(Continued on page 75) 





Stockily Trimmed But Beautiful, M. W. Beaver’s Entry for the John W. Graham Co., Spokane, Won Fourth Prize 
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New Conceptions of Hosiery Display 


Novelties in Arrangement That Are Bringing Success to Alert 
Window Advertisers—An Unusual Type of “Stocky” Trim 


O item of apparel offers a wider field for 
diversified means of presentation than 
hosiery, and none needs to have more con- 
sideration. Shown during every season, 
always timely, always desirable and always 

in show windows, hose constantly point the way to 








volume in sales, and, at the same time, tax the resource- 
fulness of the decorator to find means of novel ar- 
rangement. 

“Hoses are Roses” was the theme of a Western 
windowman who developed a colorful “bush,” with 
stems and leaves of green stockings amid which smiled 
gorgeous blossoms of rosetted 
hose in reds and pinks and neu- 
tral shades. 

Clothing a figure in a cos- 
tume completely made up of 
hose is no longer a novelty. The 
idea has been tried by scores of 
displaymen and always with a 
fair measure of success. 

Boxed rosettes have been 
popular and unit drapes of over- 
lapping stockings are very much 
in vogue at the moment. Mean- 
while, new ideas are creeping 
in which tend to give greater 
variety to the form and appeal 
of the presentations. 

An illustration is seen in the 
window featuring ‘“Finery” 
hose for the Meyer Lindorf 
Co., Laporte, Indiana. Leo. O. 
Ball, the decorator, used a re- 
cumbent figure upon a lounge as 
his centerpiece. Stockings were 
shown on tee stands at the sides, 
on leg forms and in boxes, both 
open and closed. <A _ special 
background hanging, behind the 
figure set off the light hose 
nicely, and light colored “dealer 
helps” in corners of the fore- 
ground gave a strong sales urge 
to the display by emphasizing 
the special darning and mend- 
ing service afforded by the store 
on this brand. 

A. W. Coates, publicity- 
sales manager for the W. W. 
Mertz Co., Torrington, Conn., 
adopted a classical idea as the 
basis for a recent display, re- 
vealing a fountain of hosiery in 
a multitude of pastel shades ris- 
ing in strong relief against a 








THREE CAPITAL PLANS—Top, 

Recumbent Figure Scheme Used 

by Leo. O. Ball, LaPorte, Ind.; Cen- 

ter, Fountain Design by A. W. 

Coates, Torrington, Conn.; Base, 

“Stocky” Trim by C. L. Franko- 
vich, Ft. Wayne, Ind. 











September, 1927 


Thy Mederabnicete 


s 


THE DISPLAY WORLD 53 





“Movie” Tie-Ups—Left, Subway Window of “Ipswich” Hose at Abraham & Strauss, Brooklyn; Right, Theatre Lobby Tie-Up 


background hanging of dark hue. Built over a grass matting 
floor this unusual creation rose tier on tier and culminated 
in a series of “jets of spray,” consisting of hose furled about 
slender bent rods fastened inside the top tier. 

When the Wolf & Dessauer Co., Fort Wayne, Ind., re- 
cently staged a big hosiery sale, Display Manager Charles 
L. Frankovich impressed the event on the thousands flowing 
past his windows with two huge sections filled with 1,200 
pairs of hose. This extremely “stocky” window was jammed 
and packed with stockings, all, however, shown tastily in 
units. Three towering racks covered with five successive 
overlapping rings of hose rose at the extremes and center of 
the showing. Ring fixtures, three tiers high, were placed in 
the intervening spaces, while small tee stands, set in pyra- 
midal style, bore heavy arrays up to the height of the third 
tier of the high units. Ring fixtures held the center of the 
spaces, lying between the massed units resting between the 
end stands. 

The window was coupled with a strong advertising campaign 
which used both newspapers and direct mail in acquainting 
«Fort Wayne women with the event. Five thousand pairs of 
hose were placed on sale and they were “grabbed up” eagerly 
by swarms of bargain hunters. 

That neither Coates nor Frankovich hesitated to put real 
work into the promotion of medium priced goods is a welcome 
observation. The Mertz window featured goods retailing at 
89 cents, while the Wolf & Dessauer specials were priced at 
$1.39. Mr. Frankovich dressed a section sixty feet long and 
spent the entire day in directing the installation. His end 
units were ten feet high. This exacting task was evolved 
from a window which remained on view but three days. 


Link Ipswich Hose with Movie 
How Abraham & Strauss Exploited Stockings During 
Showing of “The Yankee Clipper” 


By WILLIAM S. MARR 
Advertising Department, Ipswich Mills, New York City 





HE very unusual merchandising campaign which 
was successfully engineered by the Ipswich Mills 
with the cooperation of members of Producers’ 
Distributing Corporation in connection with “The 

Yankee Clipper,” the Rupert Julian epic of the sea for Cecil 
B. DeMille, has created considerable comment in the hosiery 
world. 

An example of how this very unusual plan was engineered 
m the various parts of the country is shown by the campaign 
featured by Abraham & Straus, of Brooklyn, N. Y. 


Realizing the tremendous possibilities of such a unique 
merchandising plan, Abraham & Straus exploited the idea to 
the fullest extent. During the presentation of this photoplay 
in the various New York and Brooklyn theatres, one of the 
Hoyt Street windows of the Abraham & Straus store was 
attractively dressed with a large display of Ipswich hosiery 
with an attention-compelling background consisting of a 
Yankee Clipper poster and scenes from the picture. A model 
of a clipper ship added a little more “atmosphere” to the 
display, the idea of the tie-up being the Ipswich slogan, 
“Century Old Quality Plus Styles of Tomorrow.” Today, as 
in the days of the clipper ships, the Ipswich trade-mark is 
significant of quality leadership in hosiery. 

The window display on Hoyt Street was supplemented by 
a subway station window, ledge display, and theatre lobby 
tie-ups. 





The Carton as a Display Device 


It Is Necessary to Regard It as an Advertising Medium 
Rather Than a Mere Container 


By L. T. ROUNTREE 
President, Randolph Box & Label Co., Chicago 


HE carton is the primary source of the display pos- 
sibilities. It is difficult to improve on that thought 
and that phraseology. Therefore, realizing as we 
do that the carton is the “primary source,” our 

advice to users of the carton is to respect and treat it as they 
would any other thing of great value. 

To secure the maximum results when devising a pack- 
age and designing a carton, the mental attitude towards 
the problem undoubtedly is a factor in determining the 
results that will be obtained. Therefore, it is necessary to 
regard the carton as an advertising medium rather than a 
mere container for merchandise. 

We believe that a successful carton must be colorful, its 
text must be legible, the design should lend dignity to the 
package, and there should be a minimum of text. It is said 
that brevity is the soul of wit. It is also the soul of clear 
expression. 

Extremes in shapes and proportions should be avoided. 
Generally speaking, their employment results in added manu- 
facturing cost, difficulty in packing, window and counter 
displaying. 

Dignity, character, individuality and other factors that 
awaken the buyer’s interest may be the better obtained and 
invariably at lower cost through proper employment of color 
and design. 
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Three Distinctive Graves’ Designs Described Below—All Are Rich in Color and Striking in Composition 


Modern Art in Screens and Panels 


Display Managers Who Keep Abreast of the Times Are Watching 
Its Development and Obtaining Striking Ideas for Fall 


3y S. W. GRAVES 


Designer, Graves Studios, Louisville, Ky. 
g ‘ 


HE effect of the mode of expression desig- 
nated as “modern art’’ is becoming more 
evident in all forms of display each month. 
The advertising section of many of our 
magazines show a decided trend toward 

it: it is noticeable in the stage settings of the new 

plays; and several of the larger New York stores have 
been featuring it in their windows. 

Whether we like it or not, we cannot ignore it, 
and there is no doubt that when handled by designers 
who have real appreciation of color and design, there 
is something very effective and smart about it. Display 
managers who keep abreast of the times are watching 
its development and are obtaining striking ideas for 
their fall windows. 

Three elements should predominate in the “modern 
art” design, namely: color, form and, what is hardest 
of all to get, a feeling of movement. The colors must 
be brilliant but not garish, with some sharp note or 
accent. The forms can be purely abstract or geome- 
trical, or they may be naturalistic if handled in a way 
that does not make the subject too prominent. What- 
ever the forms, they must be interesting in themselves 
and must constitute a pattern that has rhythm and bal- 
ance. The color and form together must be pleasing 
regardless of what the subject is. And, above all, 
there must be that sense of movement and vitality which 
is the very spirit of modern times. There must be 
nothing static or suggestive of still life. 

When a display manager succeeds in getting all this 
into his window, whether by use of a complete back- 
ground, a single fantastic screen, or a hanging of un- 
usual design, his window is bound to attract favorable 
attention, and the smartness and style of the merchan- 
dise will be emphasized. 

I think that the three designs reproduced here illus- 





trate what I have said about these predominant ele- 
ments. Even in the halftones which appear here, the 
vividness of the colors and their relation to the forms 
are apparent. 

Any of these designs are suitable for use in a screen, 
panel, or hanging, or can be elaborated into a complete 
background. Design No. 1 has a very joyous feeling; 
it is very much alive. The colors are a rich blue back- 
ground with the rays in lighter tones of blue. The 
other colors are vermilion, orange and yellow accented 
sharply in black, white and emerald. 

Design No. 2 is of a little quieter aspect, yet it has 
plenty of snap. The colors are much the same as in 
the preceding design, comprising shades of blue with 
vermilion, orange and yellow, contrasted emphatically 
with black. 

Design No. 3 is a modern interpretation of “ Diana,’ 
the huntress of mythology. The colors are yellow for 
the sky, brown for the ground, green leaves. The 
queer cone-like forms are mauve; the falling bird is 
bright blue, and the figure is executed in a white 
flesh tone. 

This modern art, though requiring very careful 
handling, is certainly producing some very interesting 
windows. 


b] 





CURTIS LIGHTING OFIFCIAL SUCCUMBS 

Everly L. Haines, for over twenty years an official of 
Curtis Lighting, Inc., Chicago, formerly National X-Ray 
Reflector Co., and secretary of that concern at the time of 
his death, passed away on Tuesday, August 30, at his home 
in Glencoe, Ill., after a long illness. 

Mr. Haines was born in Westboro, Ohio, on March 31, 
1873, and, coming to Chicago in his early twenties, he soon 
identified himself with the development of silvered glass re- 
flectors and other lighting equipment designed particularly 
for show window and indirect lighting. Mr. Haines’ char- 
acter was singularly gentle and unselfish, and his thousands 
of devoted friends in the electrical industry mourn his loss. 
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Times to Use Scenic Background 
(Continued from page 5) 


which beamed the long mellow rays of the northern sun. 
A third showed two polar bears at the edge of a snowy 
bank, cleverly outlined against the blue sky, while, on 
the horizon, a swift descending sun cast a rainbow glow 
upon the placid water and its ice floes. 

The designs were cut out of felt and appliqued on a 
background of blue sateen. Icicles were made of wall 
board finished with textone and white flitter. 

It is needless to say that these displays brought 
instant attention to the Merthe furs and resulted in a 
volume of sales in keeping with the store’s expectations. 





Exit Anniversary Enter Celebration 
(Continued from page 38) 


to exceed all previous sales in volume. 

After the “big rush” was over the firm celebrated 
its success with a big barbecue and picnic to the entire 
store personnel. The barbecue was a real “sho nuff” 
affair done in good old Southern style by a “darkey” 
who has done “nothing else but” for over fifty years. 
“Boy! Oh, Boy!” says Mr. Hoile in describing the 
feast, “that meat would jes’ natchelly melt in yo’ mouf. 
And those candied yams and all kinds of good things 
to eat and drink!” 

As for stunts there was everything from a bathing 
beauty revue, swimming races, and dances to a volley 
ball game between the regular store team and a church 
league outfit. And here members of the display depart- 
ment got in some good work, Manager Hoile taking a 
hand himself, as captain of the Pizitz “scrappers.” 





Timely Trims for Furniture 
(Continued from page 40) 


Music Week contest, staged by the Music Industries Cham- 
ber of Commerce and carried off first prize, a silver loving 
cup. Three points influenced the judges in their decision. 

The general sales appeal of the window, emphasized by an 
attractive drapery background, with a balcony and stairway 
effect, an editorial, and the softening effect of the plants were 
the three important factors. 

The face and eyes of the life-like wax model carried an 
expression of delight and pleasure, as she gazed on a radio 
set which was one of several sizes shown in the display. 
The editorial appeared on a large show card in the fore- 
ground. 

The background was a balcony and stairway effect of 
Spanish design in stucco, with large drapes of silver cloth, 
covered with fern branches on either side of the balcony. 

A display which won a prizc of $25 for Vernon P. Estes, 
display manager for the Kewanee Dry Goods Co., Kewanee, 
Ill., was one of the features of the Hoover Co.’s spring win- 
dow contest. An extra large working model of the Hoover 
electric sweeper, which Mr. Estes made in his studio, was the 
magnet for passer interest. An idea of its size may be had 
by comparing its agitator with the type used in the regular 
machine which was displayed on a card at the right of the 
model. The agitator was kept in motion by a concealed 
motor and was driven at the rate of fifty revolutions per 
minute. This demonstration revealed the principles of “posi- 
tive agitation,” stressed by the Hoover Co., and permitted 
the spectators to see how the rug was beaten and swept as 
the dirt was sucked away by the air. The machine created 
quite a good deal of favorable comment and was bought by 
the territorial manager for the Hoover Co. 
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LEO UHLFELDER COMPANY 


148-156 West 23rd Street New York, N. Y. 


IMPORTERS OF 


Metallics and Glass Tinsel 


Make Your Christmas and Holiday Windows 
Scintillating Successes This Year by Using 


‘“UHLFELDER’S’’ 


METALLICS—Silver, Gold and 25 beautiful shades. 

GLASS TINSEL—Silver and 6 beautiful shades. 

BRONZE POWDERS—The finest and most brilliant 
imported Powders in all Colors for painting, deco- 
rating and striping. 

DEKA PRODUCTS—tTransparent—Opaque—Bronze— 
the finest ready-for-use Textile Paint ever pro- 


duced for painting on Silks and Textiles. 


DEKA RELIEF PASTE—For cone painting. 


Insist Upon Uhlfelder’s Goods 


WHOLESALE ONLY 


If Your Dealer Cannot Supply You, Write Us Direct 





























No. 909 SCB Mushroom Draping 
Stand and Draping Light 


| 

| 

| 
This fixture is one of | 
many new display crea- 
tions we have brought 
out this season. Sup- 
plement to Catalog 
35-C will be sent upon 
request, showing items 
of unusual interest. Sup- 
plement also covers at- 
tractive wood display 
fixtures recently added 
to our line. 


Ask Us for This 
Supplement 


ee 


J. B. TIMBERLAKE 
& SONS 


Manufacturers 


JACKSON, MICH. 
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Stressing the Shoe’s Style Appeal 


Ideas Which Have Proved Ability in Convincing the Passer of 
the Modishness and Seasonableness of the Footwear 


CCESSORIES of dress, by their harmoniz- 
ing touches completing the grace of the 
costume, or lending the effect of good 
taste to mere. man’s garb, shoes constitute 

a factor of the wardrobe that in large meas- 

ure is dependent upon accompanying apparel for at- 
mosphere. The appeal that sells them arises generally 
from the wearer’s determination that they fit into the 
scheme of dress affected or that they possess a desired 
stylishness or seasonability. Any means which will 


inspire either of these impressions is valuable to the 
windowman. 

Directly in support of this theory is a display 
recently installed by Harold H. Hawkins, display man- 
ager for the J. R. Millner Co., Lynchburg, Va., during 
“Buyers’ Week,” an event staged by the wholesale mer- 
chants of the city. Through the courtesy of Millner’s, 
display space was obtained by the Lincoln Shoe Co. 
for an exhibit of fall footwear, and Mr. Hawkins in- 
stalled it with the skill and taste which usually charac- 
terizes his work. Using a fan- 
like background plaque, hand- 
decorated in a variety of colors 
that radiated in alternating 
stripes from the base, he pro- 
duced a very attractive display. 
Over the bright rays of the fan 
were traced in darker colors 
clusters of blossoms which gave 
it eye appeal of extraordinary 
power. Before the plaque was 
a plateau on which stood a 
wrought iron chair serving as a 
centerpiece over which the long 
fabric drape, which served as a 
floor decorative, was elevated. 
The shoes were shown in three 
units, with pyramided stands at 
the sides, and the offerings in 
the center lowered to prevent 
conflict with the ornate back- 
ground. 


While the goods were used 
primarily as examples of the 
stock maintained by the Lincoln 
Company, the mere fact that 
they demonstrated the newest 
and most appropriate styles for 
autumn gave them an interest 





4\ 


4 


7 





that served Millner’s through 
the assumption of the passer 
that the store undoubtedly 
stocked the same lasts and 
leather. 


Much effort was expended 
during the past summer to de- 
velop interest in shoes among 
men. Retailers serving male 
trade had been convinced that 





FIT FOR THE SEASON—These 
Displays Harp on Time; Top, Har- 
old Hawkins’ “Styles for Fall” 
Window; Center, Bright’s “Straw 
Hat Oxfords”; Base, M. H. Luber’s 
“Authentic Spring Styles.” 
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something must be done to combat the decrease in volume 
of consumption which has been a feature of the men’s shoe 
business for several years. One of the most successful 
methods evolved was linking up of summer oxfords with the 
seasonal apparel which men deem essential for summer. To 
convey the idea that summer shoes were as necessary as 
straw hats. both manufacturers and retailers seized upon the 
term “Straw Hat Oxfords” as the best means of associating 
the two items as seasonal requisites. A display design effec- 
tively stressing this thought was produced by the John Bright 
Shoe Stores Co., of Philadelphia, and was widely used in 
their chain of retail establishments. This was a sport trim 
emphasizing the desirability of the “Black Bottom,” a shoe 
with white uppers, for informal “night club” and vacation 
wear. Conventional patterns in gun metal, patent leather, 
and tan were shown in two stocky flanking units, built on 
glass plates, supported by broad wooden stands. On a level 
with the uppermost pairs was a horizontal card phrased 
“Straw Hat Oxfords” and ribbons ran from this to several 
pairs in the central unit. A short distance below this was a 
small card carrying the information that the “Latest Dancing 
Oxford for Night Club and Vacation’ was the “Black 
Bottom.” 

When M. H. Luber, display manager for the Killian Co., 
Cedar Rapids, lowa, installed a shoe window at the beginn ng 
of the spring season, he showed two pretty wax models posed 
on black covered plateaus with a mass of footwear grouped 
at their feet. All of the goods featured were in light colors 
standing out strongly against the dark bases on which they 
rested. The models were placed at the extremes of the win- 
dow. a center unit very I:ghtly trimmed separating them. 
This consisted of four pairs of shoes elevated on wooden 
stands and set off by a bright cushion and a drape of hose. 
The unit was directly in front of a neatly fashioned back- 
ground decoration which, with blossom embellishments, effec- 
tively broke the monotone of the neutral colored back wall. 
The style tie-up, on which buying appeal was based, was 
asserted by an unobtrusive window card declaring that the 
footwear was in “Authentic Spring Styles” and could be 
found on the second floor. 

In each of these designs the passer’s interest was sought 
by concentration upon the timeliness and modishness of the 
shoes displayed. This incentive to purchase was the only 
unusual feature of the showing. Striking innovations were 
avoided; all of the designs were in keeping with the style 
affected by the majority of shoe windowmen. But a genuine 
sales message was worked into all of them through the 
emphasis placed upon their offering’s fitness for the season 
and the guarantee that the modes were correct. As style is 
the most potent force in developing apparel interest the win- 
dows may be accepted as models for expression of this type 
of appeal. 





“CRACKER JACK” SALE PRODUCES NOVEL TRIMS 

When The Larkin Store, South Ashland and Forty-seventh 
Street, Chicago, put on a special sale recently under the ban- 
ner of a “Cracker Jack” sale, cracker jack was a feature of 
window and interior trims. Display cards using the word 
“cracker jack” in various ways, accompanied by a price, were 
placed in the windows which were crowded with merchandise. 
Counters were similarly treated. 


LANDERS ISSUING IMPOSING HOUSE ORGAN 

Bert A. Landers, Inc., Los Angeles display fixture manu- 
facturer, is publishing “Silent Selling,” an 8-page house organ 
devoted to exploitation of Landers’ products, and news and 
views on display. Following the custom now in vogue among 
progressive manufacturers, the Landers magazine carries a 
wide range of news and educational articles on subjects of 
interest to the display craft. 





ADLER-JONES CO. ISSUES CATALOGUE 
A new fall catalogue, illustrating the wide range of 
flowers, foliage, forms, and fixtures which the Adler-Jones 
Co. is offering the display craft this season was issued late 
in August. In addition to their floral lines this organization 
is stocking millinery heads, flood and spot lights, caen stone 
backgrounds, floor blocks and miscellaneous fixtures. 














YOUR LIGHTING PROBLEM 
CAN BE SOLVED WITH OUR 


NEW CATALOG 


“A Light for Every Purpose” 


—— 








DISPLAY ST 44TH AGE LIGHTING C cITY 
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FULLY ILLUSTRATED WITH 
DESCRIPTIONS AND PRICES 


SEND FOR ONE 
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Backgrounds of Colorful z 
Fabrics Enhance 3 
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Window 
Displays 


MAHARAM FABRICS 


: Manufactured at Our Own Mills 
Serve as a background of quality for the article displayed. The 
colors and designs are distinctive and original. Our NEW 
FABRICS will make your AUTUMN DISPLAYS unusually 
attractive and help increase your sales through your window. 
Displaymen Everywhere Use Maharam Fabrics 
Our prices will save you money. Send for Samples. 
Fixture dealers desiring to handle our line—write us. 


MAHARAM TEXTILE CO. 


107 West 48th St., New York City Phone Bryant 2511 






















PREPARE FOR AN 


RT C4 ER 


—thru the only school operated as a 
department of a large art organiza- 
tion. Commercial Artists trained 
the ‘‘Meyer Both Leg, earn as high 
as $10,000 per year e today have 
hundreds of students who had pre- 
vawey studied in other art schools. 

hy? Because your ee 9 is 
based upon our everyday ex 
ence in meeting the art nee ae 
leading advertisers. Home ie 
instruction. Write for illustrated 
book telling of the success of our 
students. 


MEYER BOTH COMPANY 


Michigan Ave. at 20th St.(Dept. 122) Chicago 
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Display As It Affects the National Advertiser 





Does Dealer Think there’s a Catch in it? 


Distribution of Display Material Smacks of Same Problem as Giving 
Away Dollar Bills Says Advertising Man—Too Good to Be True 


I cannot say too much for the value of dis- 
plays in our business,” is the declaration 
of V. T. Mertz, of the Delica Laboratories 
of Chicago, manufacturers of the “Kiss- 
Proof Lip Stick.” “Three of our items 

are mounted on attractive counter cards, and exhaustive 
tests have shown that sales are many times greater when 
these displays are used than when the merchandise is 
buried in the counter. This may be due to our name or 
it may be due to the very attractive display that we 
furnish, which is featured in our national advertising 
each month, reaching 50,000,000 readers. 

“The display is furnished only with orders of a 
half-dozen or more. The task in hand seems to be to 
educate the dealer as to the value of the display so that 
he will order in sufficient quantities to receive and use 
it. As the dealer in this line receives so much display 
material, it is difficult to prove to him that you have a 
‘winner’ that merits his consideration. It is our experi- 
ence that once a dealer uses our display and appreciates 
the extra profit it makes for him he will continue to use 
it. The psychology is the same as a man would en- 
counter trying to give away a dollar bill—the recipient 
thinks that there must be a catch in it somewhere be- 
cause it looks to be too good to be true. Ina like man- 
ner, results from the use of our counter cards look too 
good to be true. 

“We also have a window display similar to our 
counter card, but much larger. This is sent, upon re- 
quest, direct to retailers. We maintain a window 
trimming service in Chicago, but not elsewhere. Some 
of our Chicago windows stay up for a month, while 
interior trims are often up for a year or more. 


Remington, 
| Household Knives. 














- At last I've found a knife. that Cuts. 





Remington Arms Co. New Knife Display Card 


We purchase all displays direct from the lithog- 
raphers, same being worked ou! by our advertising de- 
partment in conjunction with the lithographer. 

“Undoubtedly, there is a great deal of display ma- 
terial that is alsolutely wasted, due, perhaps, to poor 
planning. Most retailers receive more display material 
in a week than they can use in a year, and must, conse- 
quently, throw a lot of it away. They must, naturally, 
eliminate all material that will be non-productive, and, 
it seems to us, that it is the manufacturer’s job, first, to 


oar eee 


Elaborate Portable Display Advertising Camel’s Hair Coats Produced by the S. Stroock Co. for Circulation Among Dealers 











September, 1927 


THE DISPLAY WORLD 59 





A Companion Display to That Shown on the Preceding Page—Stroock Dealers Are Enthusiastic Over Its Pulling Power 


produce such an attractive display that it will sell the 
goods at the point of sale, and, second, sell the dealer 
on the merits of the display.” 

“From my experience, I mentally divide our ac- 
counts into three groups, the little shop, the medium- 
sized store in the medium-sized cities, and the first- 
class, outstanding stores of the country,” says Miss 
Grace Walton, advertising manager for the Julius 
Kayser & Co., manufacturers of Kayser silk gloves, 
hose and underwear. 

“The little shop, as a general rule, wishes anything 
in the way of advertising material, particularly in at- 
tractive display cards ranging around eleven by twenty 
inches in size. Cards which will enable them to make 
counter or window displays are most sought. 

“The medium-sized store, as a general rule, will use 
these cards for window displays and ocasionally for 
counters. However, they prefer for the counter a small 
compact proposition. 

“The bigger stores, such as those we have on Fifth 
Avenue, will rarely use anything in the department save 
very small, very dignified signs with as few words as 
possible displayed thereon. Two words are usually just 
one too many. These signs should be as high class as 
possible and have the appearance of representing a 
Tiffany product, both from the standpoint of the store 
and the manufacturer. 

“For window displays for the larger stores we sup- 
ply a very high-class product made by hand in the most 
elaborate form and costing several hundreds of dollars, 
a display which can be shipped from store to store on 
schedule. Of course, there are many objections to this 
routing proposition, and difficulties which the dealer 
and the manufacturer run into would make many an 
interesting story. 

“All advertising material is planned after making 
contact with stores at least twice a year. By this I 
mean that this department is never satisfied in letting 
the world go around without having a finger in it. We 
are in the field as much as possible, studying and feel- 
ing the pulse of the dealer, trying in every way to 
have his point of view first.” 

“We have no particular gauge as to the effectiveness 
of our display material except that our dealers are eter- 
nally wanting more of it,” says the advertising manager 
of a large rubber manufacturer. 


‘In this respect, while we have a very large number 
of dealers, not more than 25 per cent are really capable 
of putting on good window displays, either because of 
ability or lack of space or willingness. 

“We cover the United States by means of salesmen, 
and therefore distribute window display material to 
the branches, which in turn apportion their share to 
salesmen to distribute to the dealers. In very few cases 
at all do we send material out direct. We do not know 
the average length of showing, but figure it to be ap- 
proximately two weeks. 

“Our material is purchased in some cases from lith- 
ographers, but most of it is designed by our own adver- 
tising department and purchased through our purchas- 
ing department. We have not made it a practice to 
consult display counsel, as such, in designing our ma- 

“We have a weekly window service, which provides 
our dealers through our salesmen with a pictured win- 
dow display which they can put in complete or in ap- 
proximation as they choose or can. We use a dummy 
window to work this out for photographic reproduc- 
tion.” 


Making Use of Stroock Displays 


What This Manufacturer Is Offering High-Grade 
Stores and How We Employed It 


By GEORGE R. RUSSELL 
Display Manager, William Hengerer Co., Buffalo, N. Y. 


HAT the manufacturer can do to strengthen his 
dealers’ display is indicated in the type of acces- 
sories which appeared in our window late in July. 
This display was obtained from the S. Stroock Co., 

Inc., of New York, and is valued at two thousand dollars. 
The central unit in one window depicted a caravan of camels 
and camel boys crossing a desert, the motion element being 
obtained from an electrical attachment. The unit is made of 
virgin camel wool shuttles, and spools of camel thread are 
used in the weaving. Posters of colored felt and camel’s 
hair cloth and back drapes of the cloth complete the setting. 
The other window in this series has a grass mat floor, palms, 
a life-size camel, and one of smaller dimensions. Our dis- 
play featured four coats. 

There was a complete description of the scene depicted in 
the mechanical window and seldom less than fifty persons 
were in the groups that stopped to look and learn. 

The Stroock Co. is to be complimented on the manner in 
which the display is arranged and the effectiveness which it 
yields to dealers windows. The promotion of camel’s hair 
coats which it afforded gave us a 60 per cent increase in the 
sale of these garments. 
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Hardware Windows Need Not Be Dull 


Live Wires of Display in This Field Show How Seasonal Goods May 





Be Provided With Appealing Setting—Gatliff’s Live Model Stunt : 

ITH the coming of fall, hardware men will demand for new parts for the receiver, and new bat- 
turn their attention to the recreations and teries; hunters will be calling for shot guns and shells, 
amusements of the autumn and winter, and and stove pipe, stove mats, and a wide range of house- 
to supplying the mass of household com- hold goods will be in demand. 
modities which winter demands. Cooler Many of these items make comparatively poor show- 

nights will bring new interest to the radio, producing ings in the display window and require careful handling 


to extract the utmost in sales 
value from their presentation. 
How well a little preparation 
will provide for fresh and en- 
thusiastic reception of seasonal 
goods is found in the experience 
of the Vandervoort Hardware 
Co., of Lansing, Mich. Win- 
dows are the hobby of A. D. 
Vandervoort, treasurer of the 
company, and he devotes much 
of his time to planning their 


NOR T WESTERI arrangement. 


GL SS C0 Searching for ideas for the 





7 autumn of last year, he hit upon 
ae r the plan of constructing a genu- 

oh ine log cabin in the window. Ac- 
a cordingly a woodsman in the 
northern part of the state was 
engaged to cut the timbers and 
build the structure. After this 
had been done, the cabin was 
torn down and shipped to Lans- 
ing, where the woodsman re- 
built it in the Vandervoort win- 
dows. Through the autumn 
and holiday season it was used 
as the background for a number 
of interesting displays, being 
adapted to the goods as time 
passed. When the hunting sea- 
son approached, a display of 
guns and ammunition was fash- 
ioned, the firearms being shown 
on rough racks, made out of 
saplings. 

In front of the cabin was 
a small log into which an axe 
had been driven, and around 
this were grouped the utensils 
and equipment needed -for the 
camping expedition. This was 
placed in as close resemblance 
to the manner in which the cam- 
per would use it as was possible, 





PLEASING AND PULLING— 
Top, A. D. Vandervoort’s Cabin 
Setting; Upper Center, G. M. Bro- 
derick Displays; Lower Center, 
Dasteel’s Preserving Kettle Win- 
dow; Base, Gatliff’s Live Model 
Clothed in Hardware. 
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and the effect was so natural that crowds were constantly 
gathered before the window while the display was on view. 
Later the setting was changed to conform to holiday require- 
ments, the evergreen being sprinkled with crystals to re- 
semble snow. 

A fitting display for the period was created by G. M. Bro- 
derick, advertising manager for the Hall Hardware Co., 
Minneapolis, Minn., when he arranged showings of pots, 
skillets and meat grinders in one window of a dummy store 
front, and radio batteries in its companion. Dealer helps 
were woven into both installations and served admirably in 
directing the attention of the country merchants, whom the 
company serves, to the value of these display aids. 

Kitchen utensils were featured in the demonstration on 
hardware prepared by Display Manager Dasteel, of the 
Nathan Bohrman Co., San Francisco, for the Pacific Coast 
Displaymen’s convention late in July. This showed the sauce 
and stew pans, kettles and pressure cookers most suitable for 
jelly making. Mixing bowls, colanders, strainers and 
spatulas were used as accessories. Good arrangement was 
secured through simple pedestals and round-topped stands, 
and the brilliance of the bright metal was enhanced by black 
patent leather plaques employed for backgrounds. 

Stunt windows have long been one of the most valuable 
assets of Robert Gatliff, display manager for the Knight & 
Wall Co., Tampa, Fla., and in developing them he has used 
great pains in securing novel designs. When a Gatliff- win- 
dow is installed there is no “hit-or-miss” arrangement; each 
item is so placed that it receives its share of attention, and 
the entire setting is calculated to stop the passer and trans- 
form casual interest into buying desire. 

During the summer he experimented with live modeling, 
transforming many of the s undries of the hardware line into 
surprising counterfeits of jewelry and apparel. His model, 
Miss Tidwell, was posed in a number of costumes and hats 
fashioned from these hardware specialties, and the effect was 
startlingly pretty. Gatliff proved that for shows and store 
events it is possible to invest the occasion with unusual 
publicity through ingenious use of goods taken from stock. 

One photograph showed Miss Tidwell garbed in a creation 
of screen wire with hat to match trimmed with a metal mo- 
tometer wings. Over the dress she wore a top coat of copper 
wire trimmed with bristle brushes. Simulating a necklace 
was a chain and lock. The millinery shown in the remaining 
pictures consists of a Japanese basket trimmed with. whisk 
brooms, a hanging basket ornamented with egg beaters and 
rat traps, and a waste basket decorated with a bottle brush, 
artificial bait and fishing tackle. 





Hallowe’en Windows and Events 
(Continued from page 20) 
other wares, waxes or cut-outs can be made of value in link- 
ing the desirability of pre-Hallowe’en purchases with the 
showings. 

Fall and winter goods gain momentum with the approach 
of cold weather. While blankets are usually stressed late in 
August, their sale grows brisker as the autumn passes. As an 
example of what may be accomplished in creating extraordi- 
nary displays of these goods the Efird stores offer several 
designs. The accompanying illustration shows a window 
trimmed by R. K. Henry for the store at Charlotte, N. C. In 
this he converted the blankets into a fireplace around which 
the child models hovered. There was a wealth of atmosphere 
about this scene, the charm of childhood and a home setting 
giving marked force to the arrangement. 

-Another unit of the chain_recently installed a window in 
which a home scene was depicted but the furniture was built 
of blankets. The living room suite, davenport, and chairs 
alike, was shaped out of the fleecy covers and the result was 
a spectacle that stopped the passers in throngs. 

AD CLUB PLANS DISPLAY DEPARTMENTAL 

The Los Angeles (Cal.) Ad Club has made definite plans 
for a window display departmental to meet regularly be- 
ginning September. This is the result of the growing in- 
terest in window display on the part of this club’s large mem- 
bership. 
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From 21'4c a Yard to $6.50 a Yard 


Window Display Materials | 


Sateens Plushes Spangled Cloth 
Satins Velours Tinsel Cloth 
Embossed and Velvets Flitter 

Printed Cloths . Tinsel Tassels 
RIBBONS AND BRAIDS FOR BORDERS 


| 
_ OUR PRICES ARE THE LOWEST 
| 
| 


SEND FOR SAMPLES AND PRICES 
DIRECT FROM IMPORTER TO YOU 


FEINE TRIMMING COMPANY | 
BOSTON, MASS. | 











453 WASHINGTON ST. 











Screens, Hangings and Panels 
For the Better Type of Window Displays 


We specialize in decorative painting on silk or other fabrics, 
canvas and wood, to meet the requirements of discriminating 
display managers. 


We carry out your own ideas or submit rough sketches that 


will carry out the spirit of the store, the event to be featured, « 
or the decorative treatment desired. 


GRAVES ART STUDIOS 


Incorporated pid 2 
307 W. Chestnut St. Louisville, Ky. 











j Torchiere---Wrought Iron 


ae POLYCHROME FINISH 
5 Feet 9 Inches High 


PRICE $16.50 EACH 


OTHER UNIQUE DESIGNS 





DAVID HAMBERGER 
122 Fifth Avé., New York 


Artificial Flowers and 
Window Display Decorations 


i UR WINDOW sates _ 9 
pero exec TURN TABLE 


Electric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write Today. 


* Over 5,000 FI ECTRIC WINDOW SALESMAN CO. “ coral a 




















“sSOL’’ FABRICS 


and Hexter Satines, Mohairs, Silk Taffetas, 
Velvets and Chintzes make available a tremen- 
dous choice of display backgrounds and settings. 


S. M. HEXTER & COMPANY, Sole Owners 
CLEVELAND, OHIO 


New York Office: 381 Fourth Avenue 
Chicago Office: 189 West Madison Street 
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Conventions - Pageants - Exhibits - Decorations 









Conventions and the Exhibit Manager 


Growth of Association Gatherings and Trade Shows Opens Field for 
Professional Director, Who Assumes Planning and Decoration 


3y LOUIS J. FERN 


George E. Fern, Exhibit Managers and Decorators, Cincinnati, O. 


MERICA has been termed the “parliament 
of parliaments” because of the multi- 
plicity of her fraternal and business or- 
ganizations. Perhaps nowhere else in the 
world has the trend toward organization 

been so marked, and the legions of societies and asso- 
ciations which -have been called into being by the 
growing intensity of trade and professional effort, 
and the enlarged requirements of society, have waxed 
strong and virile. Their contribution to their mem- 
bers and their crafts and professions have been made 
apparent time and again. 

With the growth of the association movement came 
a corresponding increase in the number of conven- 
tions, supplemented by the institutional and trade 
shows. Designed to promote interest in wares and 
service, these gatherings soon proved to be huge 
undertakings calling for the expenditure of thousands 
of dollars. The volunteer committees that staged 
them began to find their burdens staggering. Then it 
was that the professional showman entered the scene. 

Professional convention planners and decorators 
are now much in demand. With the great number of 
gatherings that are being held, the thousands of ex- 
hibits, the hall decorations, building, exterior and 
street decorations that require attention, the exhibit 
manager has plenty to supervise. But the value of ex- 
perience is demonstrated first in the savings, and 
secondly, in the order and system that he effects. An 
alert manager can save the association planning a 
convention approximately 50 per cent. 

Knowledge of halls, their seating capacity and 
acoustics, constitutes a huge asset. The information 
which he is able to put at the command of the asso- 
ciation secretary is of almost as much moment as his 
technical skill in laying out and decorating the ex- 
hibition hall. Only this week we secured a contract 
over a competitor every bit as able as ourselves sim- 
ply because of our greater familiarity with the con- 
vention hall and its facilities. 

But I do not want to discount the importance of 
technical skill in decoration. In fashioning booths 
practical knowledge is indispensable. A few days 
ago the advertising manager of a local firm called 
us about the preparations she was making for a pend- 


ing show. When she had outlined her plans, we in- 
stantly saw that she could not work the scheme to 
advantage and we pointed out the handicaps. Ex- 
perience enabled us to visualize the situation and to 
warn her. Had she followed her original plans with- 
out guidance, she would have ultimately found her idea 
unworkable, and a good deal of time and money would 
have been expended to no effect. 

It is so important to have thoroughly experienced 
men in charge of arrangements for shows that we 
carry a staff of experts whose time is never given 
wholly to the tasks for which they were employed. 
But when they are needed they are available and we 
can rest secure in the knowledge that shows hundreds 
of miles from our headquarters will be developed in 
accordance with the best plans that we can devise. 
We can rely upon them because of their fitness to 
handle details and to direct the local crews that are 
enlisted to build the booths and hang the decorations. 

Booths are usually constructed of wallboard or 
fabric draperies, their appearance being changed from 
show to show by the introduction of new ornaments 
or a variation of the color scheme. Lattice brackets 
may be used on the columns dividing the booths, 
the emblem of the association may be the motif, or 
the color of the drapes may be varied. 

The color scheme depends upon the nature of the 
exhibit. If the show is devoted to drugs, the best 
combination, according to our experience, is blue and 
white; if it covers machinery or metals, dark fabric 
hangings are advisable. 

When wallboard panels are used, water colors 
serve as the most satisfactory decoratives, our choice 
usually running to alabastine, although occasionally 
we resort to oil paints. 

In deciding the color scheme the decorator’s serv- 
ice is chiefly advisory. Association officials have their 
own ideas and they usually put them to work. But 
the decorator’s advice is welcome, and if he shows 
ordinary tact, as a rule, he is successful in securing 
their approval for a scheme that: insures good ap- 
pearance. 

Palms lend attractiveness to any hall, and in the 
higher grade shows, flowers and foliage are the means 

(Continued on page 73) 
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Thousands Flock to Peony Festival 


Faribault, Minn., Celebrates Accomplishments of Her 
Florists in a Regal Show and Procession 
By JOHN H. DEWILD 


ARIBAULT, Minnesota, is the headquarters of the 
greatest flower garden in the northwest—the 
greatest peony farm in the world! Taking ad- 
vantage of the ideal situation, that city staged 

a most spectacular “Peony Festival” on June 28 and 29 that 
will go down in commercial history as one of 
the most beautiful sights ever witnessed any- 
where in the country, and the first event of this 
character in the northwest. 

An attendance of from 20,000 to 25,000 people 
witnessed the monster parade which began at 
3:00 p.m. on the first day, which was followed by 
the crowning of the Queen of the Festival, Miss 
Harriet Stoos, at Central Park. 

The official opening of the Northwest Peony 
Show took place on the first day at the Armory 
at 1:30. This was a sight never to be forgotten. 
Thousands of large and beautiful peony blossoms 
were lined, row upon row, along the long nar- 
row tables. The background was turned into 
an entrancing woodland of green, accentuated 
by the brilliant array of peonies, iris, and other 
flowers. More than 100 exhibitors from all parts 
of the state had their delicate products on dis- 
play, and the sight which confronted the visitors 
as they entered the front doors left them speech- 
less. Flower fanciers and connoisseurs found 
great delight in wandering about, admiring and 
examining the royal array of blossoms. 

Those who left the armory and strolled up 
Central Avenue found the entire avenue gaily 
decorated with flags and streamers, and in the 
windows of the merchants immense displays of 
peonies. When the parade actually got under 
way it was more than twice the magnitude orig- 
inally planned. 

Two hundred thousand peony blossoms decked 
more than a hundred floats in the most mag- 
nificent and longest procession the city had ever 
witnessed. 

Several of the prize winning floats are pic- 
tured on this page, and a glance at the excellent 
displays will abundantly prove that much time 
and talent went into the construction of the great 
number of decorated vehicles. 

Gaily caparisoned horsemen and the Third 
Infantry Band of Fort Snelling ushered the 
Queen’s float, beautifully decorated in white and 
red peonies, in which Harriet Stoos, Queen of 
the Festival, and her attendants gracefully pro- 
ceeded to the coronation exercises. Then fol- 
lowed more than a hundred floats, some mag- 
nificent in their assortment of color and com- 
plexity of arrangement, some beautiful in their 
simplicity. other featuring originality, yet all of 
them gaily decorated with. the festal flowers, 
peonies of every hue. 

There were four sections of floats, and prizes 
were awarded in each division. The industrial 
section, in which business organizations placed 
their entries; the fraternal organization group; 
the closed car individual entries, and the Hinky 
Dinks whose queen was feted and honored in 
her turn. 

Prizes in the Peony Festival parade were 
awarded as follows: Andrews Nurseryy, Shaft- 
Pierce Shoe Company and Liberty Transfer 
Company. Organization Section: St. Paul Asso- 


A Hundred Floats Decorated With 200,000 
Colorful Peonies Gave Unforgettable Lustre to 
the Long Parade 
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ciation Independent Order of Odd Fellows and Amer- 
a white satin pillow. She preceded the queen. 
ican Legion and Auxiliary. Private Cars: Mrs. Frank McCar- 
thy, Watson Newhall and Mrs. William Caron. Horseback 
Riders: Dr. L. C. Brusletten, Miss Katherine Grant and Dr. 
Hay. Hinky Dink Section: Roger Kiekenapp and Cappy 
Ricks. 
Following the parade, the coronation took place at the 
park and proved to be a delightful and impressive ceremony. 
A selection by the Faribault Municipal Band announced 
the coming of the royal members. 
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What | Deem Cardwriting Essentials 


Fundamentals That Must Be Observed to Secure a Product That Will 
Harmonize With Displays and Promote Sales 


By LEO B. PENCE 
Display Manager, Criterion Clothing Co., Portsmouth, Ohio 


ARDS should always carry paragraphs 
about your merchandise, short and brief 
but worded in such a manner that they 
mean something. I very seldom omit the 
price on cards for hat, shoe, neckwear, and 

shirt displays because the merchandise you show will 
speak for itself and people always wish to know the 
price ; a lot of them will hesitate to ask for it. 


In my cardboard stock, I like to have a variety of 
colored boards because I believe in changing the color 
of cards used from week to week, due to the fact that 
it lends variety to my display and has greater power in 
attracting the eye of the public. Above all, I try to 
always have neat and clean cards in the windows. 

The man who does his best all the time will usually 
find his efforts rewarded in his pay check. 
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Appliqued Panels Which Are Features of Pence Cards Are Prominent in These Examples of His Work 
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° 9 have come to be an 
D a ily S C H R I a T M A a annual institution 
DISPLAY CARDS with displaymen. 
The beauty of 
the designs, the bright colors, reflect the cheery spirit of the season 


... attracting attention to your displays. 








Take this tip: place your orders NOW so you can work on your 
cards in plenty of time and be all set. 


Write TODAY for the 1927 edition of Daily’s Multi- 
Color Circular showing the magnetic, Xmas-y cards. 


126 TO130 ° DAYTON, 
E.THIRD ST. e OHIO. | 
and Si 
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Che House of Pertect Stroke Brushes and Supplies 
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Make Your Showcards Different | 


| Show cards made with Paasche Air- 
brushes give to windows a distinctive- 
ness that enhances the desirability of the 
goods on display. They stop the passer- 
by and bring the merchant sales. The 
multiplehead is interchangeable, giving 
the advantages of several airbrushes in you will find that the Card Writers for those establish- 
one. Ask for catalog. Cra nent ead trates of toe eh meting pees Geel 


cent Colors, Sho-Card Board, under the work of the Leading 
Show Card Writers, are ‘Telling It To The World.” 


a Hurlock’s Dull Finish Sho-Card Board is imitated (a com- 
pliment)—imitations never equal the original. 
[ Complete samples showing the quality and range of colors 


will be mailed free upom request, and orders filled at the 







NE x 

% 
Sho-Card Board , =. 
(U. S. Patent No.* 166998) No. 118530 


Go where you will—visit the leading De- 
partment Stores, Moving Picture Houses, etc., etc., and 











1907 Diversey Parkway, Chicago, IIl. lowest direct factory prices. 
New York Los Angeles, Calif. HURLOCK BROS. COMPANY, Inc. 
54 Dey Street 411 Douglas Bldg. Oies ant Wette: 3435-39 LUDLOW ST. PHILADELPHIA 


DW9-Gray 


3436-38 MARKET ST. 
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Penned Cards Illustrated by Beautifully Executed Drawings Finished in Water Colors—Note the Modern Art Panels 


Black and White Versus Colored Cards 


There Are Times When a Colored Poster Is as Out of Place as a Lawn 





Mower 


. 


Illustrated Black and White Card Generally Good 


By RUSSELL BEHMER 
Display Manager, Ramsay Dry Goods Co., Joplin, Mo. 


HERE have been reams written on the rela- 
tive merits of these two kinds of show 
cards; in fact, there is always a chance 
for an argument with this subject. I re- 
fuse to argue the matter, but contend that 

both have their place in the modern window. 

There are times, to my notion, when a colored 
poster is as out of place in a window as a lawn mower, 
while again it will fit in perfectly. 

The illustrated black and white card is hard to 
improve for all-around service; by all means use 
illustrations if you can. When handled right, a small 
picture incorporated with a card will speak volumes 
that otherwise would have to go unspoken. Make 
the lettering and picture harmonize, and together let 
the whole card form a harmonious factor of the display. 

Many card writers become experts with one kind 
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of lettering and then call a halt. They refuse to ex- 
periment and learn new types to fit into different sub- 
jects. 

The style of lettering that is good with men’s 
shoes would certainly not be correct to use in a 
display of women’s lingerie. It is being done, of 
course, but let’s get away from it. Would you use a 
window setting for men’s wear as a background for 
women’s underwear ? 

I will admit there are a few styles of lettering suit- 
able for a wide variety of subjects, but in order to 
keep a step ahead, why not give the public a change 
and keep them interested ? 

The colored poster as originated and perfected by 
Frank Dodson is a work of art and a great attention- 
getter. The trouble is that too many overestimate 
their ability when they begin to use color. They 
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A Group of Black and White Cards Illustrating the Strength of Br. Behmer’s Layouts and Composition 
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figure the more color, the better, with the result that [ eT eT 
a majority of the colored window cards are a sight | : | 
to behold. They range all the way from the ridiculous | « 
to the sublime, with a few in between that words Display Cards--- 
could not describe. 

The cards shown here offer a variety of styles that 


can be produced with one pen. I have tried to make —attract 
each card to fit a certain type of display, and at the ? 
same time carry the message in a pleasing and favor- 3s) peat —convince 


able manner. 


—sell 





Viewers in Ratioto Lighting Power a a a 
(Continued from page 18) 


-~- New Process --- 


there is a permanent, clear-cut impression left in their mind’s 


eye. They remember what you put before them. | ar 

Now, let’s go one step farther, and in a rather rough way Crestone Finish Board 
discuss what constitutes good show window lighting. We ; 
will say this is a show window here. Now, what we would 25 Hard-Hitting Colors 


put into such a show window is the problem. First, I 
would plan for one line of reflectors placed along the front 
row of the show window, at least on twelve inch centers. 
That is, no farther apart than twelve inches. I would pos- 
sibly provide a second row of reflectors, about two feet from 
the back. Now, the purpose of that second line would be to 


Send for Samples 


give you a different colored background, without any change es | 
of the background at all, except by the snapping of a switch. 
Then we would have spot lights, and possibly one or two Manufactured by | 


floods, and our plugs on the floor, so we could plug in portable 
lamps, or something like that, and besides that we would CHICAGO CARD 

surely provide a portable foot light, because of the possible BOARD (COMPANY 
effects that we could produce with foot lighting. ; ; 

The lamp—the incandescent lamp—is the heart of your 656 Washington Blvd. Chicago 
whole lighting system. Buy the best lamp you can get. An 
incandescent lamp, 100-watt size, costs 40 cents and during 
its life consumes at ‘least $6.00 worth of electricity. If you 
have a lamp that produces light inefficiently, you are wast- . 
ing on the six dollar end in order to posibly save on the 
40 cent end. 

There are any number of reflectors that produce desirable 
effects. You can buy them from reliable makers, and ob- 
viously you will get your moneys’ worth, but the point I want 
to make is that I don’t believe any one reflector is satisfactory 
for all types of lighting. For instance, mirror glass reflectors 
have their place; prismatic glass reflectors have their place, 
and also the enameled steel reflector which is used to some 
extent and shows the aluminum finished product. They all 
have their place and each one should be carefully considered 
for its particular job. 

Now, what can we do with our show windows if they are 
properly lighted, provided they have the proper equipment? 




















First of all, remember that, from a psychological standpoint, 
the eye instinctively looks for the brightest spot, or the Mailing ist C. t 
lightest spot on a street; the eye is held by that lightest spot, ‘ and Lis a alog 
and after it becomes adapted to the lightest spot it sees less pa comets and ae on — bp 
. . . its . erent lines of business. No matter 
brightly illuminated things but dimly. , what your business, in this book you 
In the daytime the eye has before it a panorama which = find the numbes of your prospec- 
re ; : iter eee eget eis . a : ive customers listed. 
is illuminated to practically the same intensity. Consequently Valuable information is also given as to 
there is a greater tendency for the human eye to wander about how you can use the mails to secure 
in the daytime than at night. Less can be seen at night than pegentl ros inquiries for your products 
in he wile - me make your bagi — Write for Your FREE Copy 
spot along your street, you are practically monopolizing the R. L. POLK & CO., Detroit, Mich. 
people’s eyes on that part of the street. The eye travels to Largest City Directory Publishers in the World 
that bright window, and after it travels there it becomes Mailing List Compilers—Business Statistics 
riveted. After it becomes accustomed to this brightest win- Producers of Direct Mail Advertising 

















dow, it sees the other windows but dimly. Of course, that 
idea can be carried absolutely too far, and I am absolutely 
against competing with other windows, trying to outdo them 


in intensity of illumination. DISPLAYS 
I believe that some people have gone too far on intensity 











WINDOW SETTINGS 


of illumination. It is like trying to get attention and sales NOVELTIES 
value by brute force and awkwardness. By subtle lighting 61 W. 15th St, New York City ART PANELS 
fixtures and employment of rich color, you can produce what SEND FOR CATALOGUE BACKGROUNDS 

















enormous quantities of pure white light will not accomplish. 
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T the age of sixteen on 
the death of my father, 
I was forced to quit 
school and go to work,” 
says Carl V. Haecker, of 
the sales promotion department of the 
Frank Burke Hardware Co., Wauke- 
gan, Ill. “As my father had been a 
hardware dealer, I was anxious to 
break into the same line. I was em- 
ployed in. what was formerly my 
father’s store, a hardware and imple- 
ment store in Eureka, IIl., a city of 
1,800. My first job was fixing pumps 
and windmills and setting up machin- 
ery. I was interested in my work 
from the start and when the oppor- 
tunity presented itself to trim the 
window after store hours I was glad 
to get the chance, never thinking then 
that some day display would be part 
of my vocational duties. 

“At the age of 24, my employers 
quit the implement business and went 
into a remodeled store, dealing only in hardware and 
stoves. It was in this store that I began to learn the 
value of the window as a sales medium, and | put 
every bit of effort and time I could into the work of 
making attractive displays. Before long, traveling 
salesmen and others, among them the secretary of the 
Illinois Hardware Association, were taking notice of 
my windows, complimenting me and advising me to 
follow up this work. 

“Three years later, at the age of 27, the opportunity 
came for me to work for the Frank Burke Hardware 
Co., of Waukegan, IIl., as advertising and display 
manager. Waukegan is a city of some 25,000 popula- 
tion and is rapidly growing. I found the Burke Hard- 
ware Co. to have one of the most aggressive, well 
organized stores in the state, with Frank Burke, a leader 
in modern up-to-the-minute merchandising. It was Mr. 
Burke who encouraged and helped me out of many mis- 
takes that I was making in my display work. Through 
his kindness and cooperation I was permitted to visit 
other hardware and department stores over the state 
to study and analyze their problems and difficulties. 
Out of this survey I learned many new and better ideas 
and it was then that my department became known as 
the sales promotion department—for what else is ad- 
vertising, store arrangement and window display work 
but sales promotion. 

“The Burke organization realizes that the window 
is the most important space in the store and the place 


TODOS 29ST SA VSS SS 


Who They Are and What They Say 


No. 34—CARL V. HAECKER, Waukegan, III. 
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CARL V. HAECKER 
Sales. Promotion Manager, 
Frank Burke Co., Waukegan, III. 
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to tell your story to the public and 
surely the means of selling merchan- 
dise if properly displayed. 

“T plan my windows weeks and 
months in advance. This I find a 
great help because it keeps me posted 
on what should be displayed next, 
and having that on my mind helps 
greatly in preparing material for the 
required displays. 

“Also I keep a systematic account 
of what the window does in the way 
of sales by means of a chart which I 
have found to be the best thing I can 
do to keep an accurate analysis of the 
window’s pulling power. If a window 
fails to sell goods it is analyzed and 
tested from some other angle until it 
does bring us some definite returns. 
Many surprising things have been dis- 
covered this way but room does not 
permit to go into detail here. 

“Of the better windows we take 
photos for a two-fold purpose, to fur- 
ther analyze the window, and to place the print on file 
for future guidance, with the hopes that this system can 
be worked out to function in hardware display work 
for years to come. 


“Often I am asked the question: ‘Where did you 
learn the elements of the display business?’ The answer 
is-simple. Anyone who really wants to become a dis- 
playman can do so, and I feel sure that the best display- 
men in America will agree with me. 


“First, you must want to follow the profession. In 
other words you must be sold on the idea. Second, you 
must be willing to work hard and put in a few extra 
hours occasionally. Third, you must study other men’s 
ideas. I do not mean by that, that you should copy their 
identical plans and ideas, but you should profit by their 
experience and knowledge. 


“You must study your own windows and find out 
for yourself why they pull or why they don’t, and you 
can get a world of good from conventions and meet- 
ing if you care to. And lastly, with no throwing of 
‘bouquets’ at The DISPLAY WORLD, you can get 
priceless knowledge, ideas and inspiration from the 
better trade journals with men of the caliber of the 
writers for The DISPLAY WORLD, giving you tips 
that will work toward the cretion of better displays.” 

Haecker has come to the front rapidly and is much 


in demand as a speaker and instructor for hardware 
and display conventions. 
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The Very Newest Window Display Sensations 


Most Artistic and Attractive for Display of Millinery 
Be the First in Your Town to Use These New Items 


Just Arrived From Paris—Two Figures—lIn 
Pleasing Colors 
New Parisian 
Hat Pedestals with 
Novelty Figurettes 


Combination of Wood and Composition Material 
Attractive Color Schemes 


For Prices Apply to Your Local 
Fixture Dealer or Write to Us Directly. 


We also have a supply of French Miniature Display 


Figures in various poses and costumes, 18 inches in height. - 


$4 and up 
Papier Mache Heads on Pedestals— 
To Close Out, $5.00 Each 


Beauticraft Import Corporation 
23 East 14th Street Dept. D New York City 
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Advertisers --- Manufacturers, Etc. 
The most wonderful signs, show cards, 
etc., in all colors, with gummed paper, 
without ink, can be produced with our 
“KRAUSE” EMBOSSING PRESS. No 
experience necessary. 


HOFFMANN TYPE CO. 
112 E. 13TH STREET NEW YORK CITY 




























WOLD AIR BRUSHES 
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Wold Air Brush Mfg. Co. 


2173 N. California Ave., Chicago, Ill. 











| Send 2c for Sample Tube NEW WOLD LAMP BLACE 





AND CARDWRITERS’ SUPPLIES 
BECKER SIGN SUPPLY CO. 


Baltimore and Front Sts., Baltimore, Md. 





DECORATIVE PAPERS pemmemmey, 











LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORK 








USE THE OPPORTUNITY EXCHANGE AS 
YOUR WANT AD MEDIUM 
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Windowman When Omaha Sunday papers, late in 
Puts on August, carried the announcement of 
a Sale the Thompson-Belden Co. that “The 

Window Trimmer Puts on a Sale,” 
writers for merchandising publications immediately 
scented a story. The province of the window man has 
been so generally limited to the decoration of windows 
that these scriveners were swept by surprise. And the 
occasion was unique. 

An alert advertising man seized an opportunity to 
frame a “stunt” event that enabled him to avoid hack- 
neyed bidding for business on price. Staking his hopes 
upon the curiosity of the masses, he used the window 
trimmer and his creations as the bait for custom on a 
dull day, and proved his belief in the pulling power of 
display by a successful sale. 

Frank Fiala, display manager for the company for 
many years, is the veteran whose efforts were glorified 
in the experiment. The advertising appeared over his 
signature, and each piece of merchandise that went into 
the windows bore a card telling of the effort which 
Fiala had made to secure price concessions for his 
friends. Newspaper reports assert that all day long 
throngs of spectators stood before the Thompson- 
Belden windows inspecting the array of goods on sale, 
and that buying was generous, despite the fact that no 
information as to the character of the goods had been 
given in the advertising. 

Undoubtedly the sale will be imitated in many 
quarters with comparative success, and the prestige of 
the display divisions will rise as the pulling power of 
the window is revealed. This will be helpful to the 
display profession, enlightening to the ‘merchants and 
valuable in determining the buying habits of the masses. 
But only the most biased supporter of display will con- 
clude that the “stunt” is based on sound principles. 

If printed advertising and window display were 
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identical in circulation, it might be possible to confine 
store publicity to either medium, and in that event it 
would be safe to hazard that the display window would 
rapidly eclipse the newspaper. But each medium has 
its limitations. 

The popular price store depending upon a program 
of sales to keep its goods moving must create interest 
by price appeal, while the quality store sells through 
style and the character of material. Their advertising 
brings the buyers into the market; their windows bring 
the buyers into the store. It is the difference between 
the “approach” and the “‘close” in specialty selling. The 
ad is the approach and the window the close. Not until 
the prospective purchaser has inspected the goods in 
the window is he certain that the claims advanced for 
them in the advertising are well founded. 

The genuine window shopper is a real prospect ; the 
ordinary passer is not. If the window could remain on 
view long enough for the mass of population to pass 
(ordinarily about seven days), the window could serve 
as both approach and close, but, with the aid of adver- 
tising, it is relieved of the first task and enabled to serve 
as the convincing sales message that gets the money 
into the cash register. Advertising culls out those in- 
terested in the goods and sends them to the window; 
the window, in turn, makes or breaks their decision 
to buy. 





Public Public utility displays are gaining ground 
Utility as the necessity for increasing the volume 
Displays of service consumption is acknowledged by 


the utility executives. Sales of appliances 

add to corporate profits as the goods are marketed and 
insure greater sales of service as long as they are in use. 
Since many of these electrical and gas units are 
beautiful creations of wrought iron and burnished 
metal, proper presentation has called for windows in- 
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volving the finest of decoratives and fittings. To insure 
adequate employment of the facilities provided by these 
surroundings, the utilities have found it necessary to 
draft window men from other branches of retailing, 
training them to cope with the problems of this unique 
field. 

The good results obtained by the pioneers continue 
to inspire fresh additions to the ranks of utility win- 
dow men, and the increased constderation which the 
display bodies and the industrial associations of the 
utilities give them. The next convention of the Inter- 
national Association of Display Men will provide a 
departmental session for them ; the American Gas Asso- 
ciation each year grants its display committee greater 
leeway. 

Opening of the Consumer Power Company of 
Michigan’s new office building at Jackson demonstrates 
the value of an alert display organization and its ca- 
pacity for adaptation to the requirements of a corpora- 
tion operating stores in several states. The accomplish- 
ments of Display Manager Westerman during his six 
years’ tenure of office indicate the swift advance in 
this branch of display endeavor. 





The Gentle The I. A. D. M. officialdom seemingly 
Role of contains an inexhaustible supply of 
Goat “Goats” who can be trotted out for emer- 

gencies. And emergencies have been 
coming in squadrons and battalions for the I. A. D. M. 
recently. 

When The DISPLAY WORLD, a year ago, 
focused attention on the listless leadership directing the 
displaymen’s association, there was a yelp of anguish 
from all of the gentlemen who belonged to the group 
since designated as the “Old Guard.” But they sup- 
pressed their rage while one of the conspicuous officials 
let loose a few well-chosen sky rockets. For years this 
man had been an able member of the executive commit- 
tee, but he is no longer. His reckless defense of I. A. 
D. M. officialdom made him so odious that even the 
men whom he defended did not dare to support him at 
the next election. 

Last winter, when a peevish association official de- 
cided to “straf’’ The DISPLAY WORLD for its 
editorial independence, a subordinate official was pre- 
vailed upon to do the “dirty work.” Threat of legal 
action drove this man straight to cover, proving that 
he had been an unthinking tool for his superiors. 

The diatribe launched at the Pacific Association in 
the last issue of the association organ confers a similar 
role upon Clement Kieffer. Through it, this earnest 
and conscientious worker for display organization be- 
comes embroiled in a quarrel with the west coast which 
is not of his making and is not mollified by his declara- 
tions. Smarting from the rough handling which the 
association received at San Francisco, the I. A. D. M. 
representatives apparently could not forego the oppor- 
tunity to wield the paddle, and Kieffer was selected to 
administer the spanking. 

Kieffer has heretofore escaped entanglement in the 
politics of the association, and his efforts as director of 
the Buffalo convention and as an executive committee- 
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man have been convincing demonstrations of his sin- 
cerity and high purpose. As chairman of the executive 
committee he may have felt it necessary to excoriate the 
Pacific leaders for “revolutionary spirit.” But his zeal 
simply made him a target for the coast’s counter-attack, 
and drew their fire from association executives charged 
with the duty of voicing the body’s policies. 

Elsewhere in this issue, A. O. Hewitt, secretary of 
the Portland, Ore., Display Club, in a reply to Kieffer, 
proves that the San Francisco convention-merely re- 
iterated a declaration of independence asserted three 
years ago. Resenting bitterly Kieffer’s charge of “revo- 
lutionary spirit,” he “accepts these honors graciously, 
for it is a genuine pleasure to stand on the vantage 
ground of truth and watch the tempest below.” 

If the Pacific organization’s split with the I. A. 
D. M. was caused by misunderstanding, the leaders of 
the national body could do well to avoid future clashes 
and work towards a reapproachment through a stronger 
administration. If it was deemed prejudicial to such 
hopes to involve the president and secretary in the con- 
troversy, their decision to avoid further discussion of 
the split is worthy of approval. But to shield them- 
selves while exposing the hapless Kieffer to the gunfire 
of their critics is far from fraternal. 





Genuine As the displayman becomes aware of the 
Window window’s possibilities, he realizes that the 
Advertising mere placement of goods behind the plate 

glass is not a sufficient discharge of his 
duties to his employers. 

If John Jones and Henry Smith are merchants in 
the same block, how will the consumer determine whom 
to patronize? Primarily by the character of their ad- 
vertising and their displays, and the appearance of the 
store front and the merchandise on view will be the 
major factor. . . 

Suppose that Jones displays shirts and that Smith 
follows suit. If both use simple displays, neither will 
hold an advantage. But let Jones bolster up his window 
with a background, or a cut-out depicting the superior- 
ity of the shirt he is selling, and Smith will have to 
resort to similar means or lose heavily to his rival. 

Such is the moral of the “Eagle Shirt” window con- 
test reported in this issue, sponsored by the Jacob Miller 
Sons Co., manufacturers of the brand. In every in- 
staiice where awards were made the judges chose 
schemes of arrangement which supported showings of 
the shirts with window cards or cut-outs bringing out 
the strong points of the “Eagle” make. 

Fabric, fit, and the manner of making are the issues 
of most concern to the buyer of apparel. His demands 
are good goods, stylish cutting, and manufacture in- 
suring long wear. Merely placing the garment in the 
window does not offer any information on these points. 
When the displayman uses a pithy window card, or a 
cut-out, or photographs which show definite reasons 
why the items offered will serve the buyer, he becomes 
a salesman as well as a window mechanic. 

As it is acknowledged that the purpose of the win- 
dow is to sell goods, the soundness of this practice can 
not be questioned. 
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IRON 
STAND 


filled with natural 
prepared ferns and 
drooping ivy vines 





POST BASKET 


This Post Basket, furnished in 2 parts, 
will be made to fit any post. Give us the 


and flowers, 50x24 
circumference or diameter of 
post. Complete................. $10.00 


inches, complete 


$6.00 


Fall Catalogue No. 2 of Artificial Flowers, 
Plants, Etc., Mailed Free on Request 


FRANK NETSCHERT, Inc. 


61 BARCLAY STREET NEW YORK, N. Y. 




















That Will Fit 
Over Your 
Regulation Dress 
Forms No. 200 


Converting them into 
graceful mannequins 


Papier Mache—Washable 
Non-Peeling 


Send for literature 
No. 480-F —$11.75 each J WN 
No. 200—$6.75 each ‘ , 


ANGLO DISPLAY FIXTURE CO. 
246 West 38th St, NEW YORK CITY 


























| The Market Place Y fie | 


Display Industry | 


The Opportunity Exchange is a regular feature of | 
each and every issue of The DISPLAY WORLD and | 
provides a quick-action-want-ad medium. 

It will sell your used display material, it will locate 
special display material, it will put employer and 
employee together when a position is open or a posi- 
tion is wanted. 

The cost is only $1.50 per single column inch, cash 
with order. Use it at every opportunity. 


Address Advertising Department 

















September, 1927 


WILLIAMS-MARSHALL OFF TO FLYING START 

Since J. Duncan Williams and Joseph H. Marshall merged 
forces in the Williams-Marshall Displays, Chicago, both of 
the principals of this organization have been extremely busy. 
Shortly after his return from the I. A. D. M. convention 
of Detroit, Mr. Williams, who is director of the Window 
Display Department of the National Association of Retail 
Clothiers and Furnishers, began a series of window schools 
which has kept him busy in the west for the past two months. 
In the meantime, Marshall launched an intensive campaign 
for business for the new organization, which carried him to 
the extreme southwest and to the Atlantic Coast. 

. “We have just perfected a stand for underwear,” he says, 
in commenting upon his trip. “This was for the Cooper 
Underwear Company, of Kenosha, Wis., and it certainly ‘went 
over big’ with the Cooper organization. It is made in the 
new wrought iron, and finished in a dull silver. This is the 
first time, to my knowledge, that a stand for underwear has 
been a success. 

“T must not forget to say my trip to the United Merchants’ 
convention was a wonderful success and we were able to 
meet the expectations of the convention authorities, handling 
their windows to very good advantage. I am leaving for 
Philadelphia in a few days to link our service with Middi- 
shade, Inc., for whom we are planning a number of window 
innovations.” It will be remembered that Mr. Marshall re- 
ceived several window display prizes offered by the Middi- 
shade Co. while display manager for the Boersma Co. 





LOUISVILLE MANAGER DESIGNS NEW FIXTURES 

Hand-carved drapery fixtures produced by M. F. Hershey, 
display manager for the Stewart Dry Goods Co., Louisville, 
Ky., have given rare grace to the showings of fabrics which 
have been appearing in the Stewart windows during the sum- 
mer. “These ‘displayers’ were originated, designed and 
executed in our display department,’ says Mr. Hershey in 
commenting on his achievements. “We believe we have 
something entirely new and unique for fall displays. They 
can be used for gloves, shoes, neckwear, flowers, handker- 
chiefs, toilet goods, and all small wares. The display stand 
is very adaptable and lends itself beautifully to displays of 
yard goods, shawls, scarfs, laces and trimmings. 








Hershey Displayers—Left for Gloves; Right, Toiletries 


“The unit displayer will be used in connection with some 
very modern and futuristic designed screens and backgrounds. 
All of the stands are made of spruce, are very light, durable, 
and are finished in the natural wood. 
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ANGLO DISPLAY BRINGS OUT NEW MANNEQUIN 


A new type of mannequin head has been developed by 
the Anglo Display Fixture Co., New York City, combining 
the features of the conven- 
tional costume form and 
the removable head. Con- 
structed of papier mache, 
and finished in washable 
enamels, which will not 
melt, it is very durable and 
can be repaired at small 
expense, if damaged. It is 
furnished with a_ seven- 
eighths inch flange so that 
it can be used on any stand- 
ard base. 

An important feature of 
the form, according to S. 
Messer, leading figure in 
the Anglo display fixture 
organization, is the fact 
that the portion of the bust 
above the juncture with the 

jersey can be removed and 
used for the display of neckwear, lingerie, scarfs and furs. 
This feature is destined to give it popularity. 








Conventions and Exhibit Manager 
(Continued from page 62) 


field. A gas show may decide upon a leaping flame, 
an auto show a tire; the principle is the same for all 

One of the contingencies which most associations 
guard against is the tendency of rich and powerful 
exhibiting concerns to overdecorate their booths as a 
means of eciipsing other exhibitors. Stringent rules 
have been adopted in many instances proscribing at- 
tempts at embellishment beyond fixed limits. In our 
own work, we stamp out attempts to use canopies and 
roofs over the booths, permitting no decorations any- 
where except upon the back wall. 

A sharp line of demarcation must be drawn be- 
tween the exhibit manager who has charge of con- 
vention arrangements and the dresser who decorates 
the booths. These men often come from advertising 
departments of exhibitors, window display forces, and 
window installation services. In shows which we 
manage we sometimes do a large amount of booth 
decoration, but there is not enough of it to permit 
maintenance of a staff for the purpose, 





Tie-ups Are Frequently Tied-down 
(Continued from page 45) 


is usually built upon the special interests of a group of 
people, and with a series of booklets, charts, etc., is 
. made available to them through the purchase of the 
product in one or a series of units. Thus, with each 
new piece a different group can be concentrated upon 
with the result that buying habits are changed in a con- 
stantly widening field. In brief, the primary plan, relies 
upon the merit of the campaign to effect sales, while 
the secondary plan takes advantage of an outside 
interest that is linked with sales. Thus, the passerby is 
approached from two angles instead of one, and in addi- 
tion, the display material is given the prestige of 
foundation upon a plan that is specially adapted to its 


field. 


4th tee 
- 
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RECOLORS FADED 
VELOURS AND CARPETS 


RUG-NU is a liquid which makes 
it possible to recolor your faded 
velours, velvets, rugs, carpets and 
restore them to like new freshness, 
without boiling and at a cost of a 
few cents a square yard. 

RUG-NU mixed with hot water 
and brushed into the nap—that’s 
all—won’t fade or run—anyone can 
do it—no experience necessary. 
Colors are black, blue, brown, gray, 
green, mulberry, red, rose, taupe, 
violet, wistaria and yellow. Costs 
$3.50 pint bottle, $36.00 dozen, f. ob. 
Chicago. One pint colors 9x12 rug 
or more. 

Send for free sample—results 
guaranteed 


RUG-NU CO. 
233 North Wells St., Chicago 
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ol No. 1075—Wood 
hosiery stand, 

sizes 12, 18 and 
24 in.; price, each 


$3.50 


No. 539—Metal 
. 7 hosiery stand, 
sizes 12. 18 and 
24 in., extension; 
price, each 


$3.50 


State Vinish 

Wanted When 
hens Ordering 
No. 1075 No. 539 


Above illustrations show two new designs in hosiery 
stands, No. 1075 being for women’s wear, and No. 539 
being for men’s wear. 

We also make a complete line of wood, metal and 
wrought iron display fixtures to meet the requirements 
of all stores, whether large or small. 


Write for Catalogues 


_ THE CINCINNATI SHOW CASE 


| AND DISPLAY FIXTURE WORKS 
| 232-40 Main Street Cincinnati, Ohio 
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PORTLAND, ORE. 
Reported by Olave Ralph, Publicity Director 


Monday, August 15, A. O. Hewitt opened our meeting 
with a brief outline of the educational features of the San 
Francisco convention. The lectures and demonstrations which 
appealed to us most were discussed with enthusiasm. Each 
club member who had the pleasure of attending the conven- 
tion gave a five-minute talk on what he considered its most 
important feature. This furnished the boys who found it 
impossible to attend the convention an opportunity to learn 
all the details. These conventions certainly broaden the per- 
spective of the displaymen. . For instance, there’s “Dave 
Smith,” winner of the $2,500 Kotex prize. From the distance 
he looms as the giant who has climbed to the top of the 
bean stalk, but when you meet him you find he is just a big, 
healthy, happy human being, not the least puffed up over his 
prize-winning capacities and a very likable fellow, too. In 
fact, they are all likable fellows down in San Francisco, and, 
as their slogan says, they certainly do “know how.” 

Edmund C. Bechtold gave us an interesting talk on some 
of the happenings at the convention. Judging from the active 
part he played in those happenings he is in a position to 
know just what our Pacific Coast Association of Display Men 
stands for. C. G. (“Bosco”) Wallace, recently from London, 
England, added pep and life to our program with a comic 
monologue, “My Beastly Eyeglass.” He also favored us with 
a vocal solo accompanied by Miss Alice Christianson. 

Z. E. Averill, of the Meier & Frank Co., demonstrated an 
effective jewelry display, using a black velvet drape for a 
background. The floor was black also and a lavender wreath 
and ribbon combined with lavender handkerchiefs formed a 
rich setting for jewelry. The feature of the program for the 
evening was an educational talk by Mr. Palmer, of the 
Photo Art Studios. Mr. Palmer stressed the point of creating 
an album, so that each displayman might keep a record of 
his show windows, not only for the enjoyment derived from 
them at some future date, but as an asset in representation 
to a merchant his ability as a displayman. He spoke of the 
difficulties in procuring good pictures of windows and the 
screening out of reflections from street lamps and how we 
could bring out the details in our window by use of flash- 
lights and automobile head lights. 

Our last picnic proved such a success that the boys de- 
cided to have another one before the summer is over. The 
date, August 28; the place, “Dinty Moore’s.” I. A. Crosby, 
of Roberts Bros., is responsible for the Dinty Moore part 
of it. 


Reported by Earl H. Eastman, Secretary 


On August 20 the Seattle Display Men’s Club held a 
rousing meeting at their new home in the beautifully ap- 
pointed club banquet room of the new Bergonian Hotel. 
Although hot weather and vacations tended to reduce the 
attendance, yet those present were very much alive and on 
the job and promised that through their efforts a record crowd 
would be present at the next meeting on September 7. This 
was to be a stunt meeting and novel features were a beefsteak 
dinner, with all necessary decorations, and a suprise enter- 
tainment. 

Aside from disposing of several business questions the 
club held its annual election and the following officers took 
their chairs: Henry Stohlton, Friedlander & Son, president; 
H. A. Clare, Lunquist-Lilly, first vice-president; O. H. Pear- 
son, Eastern Outfitting Co. second vice-president; Wallace 
F. King, Cheasty’s, third vice-president; Earl H. Eastman, 
MacDougall-Southwick & Co., secretary; William Meyer, 
Grote, Rankin Co., treasurer. 

After the election Ralph Pfister, retiring president, and 
C .R. Bassett, retiring treasurer, each gave interesting sum- 


maries of their trip to the convention of the Pacific Coast 
Association of Display Men at San Francisco. 

This meeting marked the beginning of what the club an- 
ticipates being a very successful series of events for the 
coming winter season. Hereafter two meetings will be held 
each month, on the nights of the first and third Wednesdays 
of each month. The first meeting will be a stunt meeting, 
at which one member will be held responsible for providing 
some new novel scheme for entertaining and feeding the 
crowd; the second will be an educational meeting at which 
lectures, demonstrations and discussions will be provided be- 
sides the regular dinner. Between meetings and at varied 
intervals dances and parties will be held for the purpose of 
replenishing the club treasury. 

The Seattle Club now boasts a roll of fifty members, and 
after the fall drive for new members it hopes to increase this 
number to from eighty-five to one hundred men. 





NEW YORK METROPOLITAN CLUB 
Reported by J. G. Waters, Secretary 

Plans for resumption of club sessions which are to take 
place during the month are now being formed and the date 
will be announced soon. It is expected that W. L. Stens- 
gaard president of the I. A. D. M., will be the chief speaker 
at the opening gathering. 

An energetic campaign for membership is contemplated 
and the city will be combed for recruits. Advertising in the 
daily newspapers will be one of the means of bringing in the 
“rookies,” the first copy being used August 28. In the mean- 
time, a drive will be inaugurated in Connecticut to enlist 
unaffiliated displaymen in the region who could benefit by 
membership in the metropolitan body. 

Immediate results were obtained from the advertising used 
to promote the club’s membership campaign. Sixteen new 
members were brought in with the first advertisement, con- 
vincing the committee that they had made a sound venture. 


INDIANAPOLIS 

Reported by Roy L. Frazier 
As far as our local club is concerned, we are as yet in 
our infancy. However, we started out with a membership of 
twenty-one and we plan to increase that number to at least 
seventy-five. I am sure we will have the cooperation of the 
merchants, for the fundamental reason that the display win- 

dows of any city are a distinct civic asset. 


BIRMINGHAM, ALA. 
Reported by Eugene Cowgill, Secretary 

We have not had any regular meetings during the sum- 
mer, but will resume our sessions on September 19. This 
will mark the celebration of Fall Fashion Night, when we 
plan, through the assistance of one of our local papers, to 
bring between 35,000 and 50,000 people downtown to view the 
fall opening windows. 











PHILADELPHIA 
Reported by H. Rosen, Secretary 

Our club activities began September 7, 1927, with a meet-., 
ing held at 1638 Market Street through the courtesy of B. 
Krall, of the Smith-Ramsey Studio. 

Important business was discussed at this meeting with the 
committees reporting progress, our entertainment committee 
laying stress on our coming smoker. 

Al Elvanian, of “Pep Boys,” auto accessories, gave a short 
and snappy crepe paper demonstration, using the dummy 
window loaned to us by the Dennison Manufacturing Co. 

A “Textone” demonstration, including preparation, appli- 
cation and color, as applied to backgrounds and fixtures, etc., 
was given by Mr. Stetson, of the United States Gypsum Co. 
We had a large attendance at this meeting with interest 
shown all around. 

(Continued on page 84) 
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Third Prize, Children’s Day Display, Installed by Philip J. Bellanca, Hens & Kelly Co., Buffalo, N. Y. 


Children’s Day Trail Blazers 


(Continued from page 51) 

Third Award—M. W. Beaver, John W. Graham & Co., 
Spokane, Wash.; P. J. Bellanca, Hens & Kelly Co., Buffalo, 
New York. ‘ 

Fourth Award—R. E. Jones, Gimbel Brothers, New York 
City; O. Wallace Davis, H. Batterman Co., Brooklyn, N. Y.; 
Murray Beliz, Oransky’s, Des Moines, Iowa. 

Fifth Award—Theo Schoerb, Henderson-Hoyt Co., Osh- 
kosh, Wis.; The Fair Store, Binghamton, N. Y.; A. W. 
Coatcs, The W. W. Mertz Co., Torrington, Conn.; M. H. 
I.aber, The Killian Co., Cedar Rapids, Iowa; J. J. Ralph, The 
Nonpareil, Sacramento, Cal.; Howell Jones, John A. Roberts 
& Co., Utica, N. Y.; John T. Mackey, Herpolsheimer Co., 
Grand Rapids, Mich.; W. Kenyon, Jr., Callender, McAuslin 
& Troup, Providence, R. I.; C. E. Duff, Wm. Erlanger Co., 
East Liverpool, Ohio; F. P. Witte and Oscar Bastine, Lig- 
gett’s Drug Store, 1400 Woodward Ave., Detroit, Mich. 

Sixth Award—Harold Wyckoff, The E. E. Chambers Co., 
Wellston, Ohio; C. E. Birkmeyer, Russell & Cockrell, Inc., 
Amarillo, Texas; Betty M. Evans, The Fairyland Shop, 
Ocean City, N. J.; W. L. Mudge, L .K. Liggett’s, Lowell, 
Mass.; Nellie B. Gowdy, Gowdy’s, Kalispell, Mont.; Sarah 
E. Rohan, Rohan & Co., New Haven, Conn.; N. Mitchell, 
L. K. Liggett’s, Grand Central Station, New York City: 
A. C. Almason, H. E. Irish, Santa Cruz, Cal.; Lloyd R. Cady, 
The Phelps-Dodge Mercantile Co., Dawson, N. M.; Andrew 
Bond, Ogden Hardware Co., Ashland, Ky.; Donald Myles, 
Treat Hardware Co., Lawrence, Mass.; M. J. Stahl, Stahl’s 
Hardware. Lansing, Mich.; Hugh A. Henry, The Deisel 
Co., Lima, Ohio; Edward C. Lee, Kerrison’s, Charleston, 
S. C.; J. F. Diss, Arnold-Fairyland, Cincinnati, Ohio; Clara 
H. Pahl, E. F. Pahl Co., Milwaukee, Wis.; Helen Levinson, 
Ladies’ Bazaar, DuBois, Pa.; Emma Reinewald, Reinewald 
Toy Shop, Mansfield, Ohio; S. Amado, Amado’s, Brooklyn, 
N. Y.; Catherine Richards, M. B. Richards & Son, Reading, 
Pa.; Joseph T. Sack, Jersey City, N. J.; Ralph Ennis, Merri- 
man & Wasson Co., Clinton, Ind. 

Special Merit—(Excluded from participation in the regu- 
lar awards because of non-compliance with all conditions of 
the contest.)—J. B. McCann, S. Kann Sons Co., Washington, 
D. C.; A. G. Rohl, O’Connor, Moffatt & Co., San Francisco, 
Cal.; Wm. A. Montgomery, The Crosby Bros. Co., Topeka, 
Kansas; Wm. A. McCormick, Boston Store, Chicago, IIl.; 
E. P. Lavin, Yowell-Drew Co., Orlando, Fla.; Neil J. Sulli- 
van, L. K. Liggett Co., Store No. 1602, Portland, Ore.; G. J. 
Eisenberg, Falk Mercantile Co., Boise, Idaho; A. R. Wagoner, 
A. T. Lewis & Son, Denver, Colo.; J. C. Hilgeman, Whitney 
& Co., San Diego, Cal.; J. H. Rice, Espenhain Dry Goods 
Co., Milwaukee, Wis.; J. A. Altman, The Stearn Co., Cleve- 
land, Ohio; Theo. Engelhardt, Jennison Hardware Co., Bay 
City, Mich.; A. Weintraub, Levy Bros. Department Store, 
Elizabeth, N. J. 


Aftermaths of Eagle Shirt Contest 


(Continued from-page 11) 


present time results from this trim have been notice- 
able.” 

Lucas Badger, displayman for the Great Wardrobe, 
Santa Barbara, Calif., asserts that his entry produced 
“a noticeable stimulation of the sale of Eagle shirts.” 


E. R. Carlson, displayman, for Charles A. Brown, 
Fort Dodge, Ia., declares that “this display proved very 
successful in stimulating Eagle shirt sales and bringing” 
in many new Eagle customers.” 


John J. Farren, displayman for the Union D. G. 
Company, Macon, Ga., informs us that they “had good 
results from the display,’ while D. A. Anderson, Jr., 
displayman for Westheimer & Daube, Ardmore, Okla., 
writes: “This shirt display and our newspaper advertis- 
ing helped our sales very much, as during this occasion 
(week before Easter) the weather was very disagree- 
able, raining most of the time, and J am sure that with- 
out this extra help our shirt sales would have been very 
few. It not only stimulated old customers, but made 
new ones.” 


Three major prizes were offered, the first, an award 
of $100, going to J. C. Monteabaro, Louis Saks Co., 
Birmingham, Ala. A. R. Westrope, of the Utica Store, 


‘Des Moines, Ia., received the second, a $50 prize, and 


W. B. Weaver, of the J. S. Wolff Clothing Co., St. 
Louis, Mo., took third honors and a prize of $25. 
Awards of $5 each were made to the following: T. J. 
Poitras, Heavenrich Bros. Co., Saginaw, Mich.; E. R. 
Carlson, Plymouth Clothing House, Fort Dodge, Ia.; 
D. A. Anderson, Jr., Westheimer & Daube, Ardmore, 
Okla.; A. J. Ritter, B. R. Baker Co., Toledo, O.; Fred 
M. Kessler, Christman D. G. Co., Joplin, Mo.; H. 
Pritchard, Burness-Smith Company, Athens, O.; Lucas 
Badger, The Great Wardrobe, Santa Barbara, Calif. ; 
Hugh L. Gordon, McVicar Howard Clothing Co., 
Wichita, Kas.; John J. Farren, Union D. G. Co., Ma- 
con, Ga.; A. B. Ashby, Fomby Clothing Co., San An- 
tonio, Tex.; E. Ted Joyce, M. Levy Co., Inc., Shreve- 
port, La., and Frank Lanoux, Strouse & Bros., Evans- 
ville, Ind. 
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Advertising and Sales Executives 
Want Window Display Information 


The Successful Conclusion of a Number of Nation-Wide Window Display 
Campaigns Has Focused Attention on This Wonderful Advertising Medium 


The great strides being made in 
the application of window display 
advertising is best evidenced by the 
increased interest being shown by 
advertising and _ sales _ executives 
throughout the country. We are able 
to measure the pulse of the advertis- 
ing field in this direction, for we carry 
on a voluminous correspondence with 
national advertisers in furtherance of 
the operations of the Bureau. 

This greater interest may be attri- 
buted to the fact that there have been 
executed the past year several notable 
window display campaigns, in a num- 
ber of which this organization played 
the biggest part. Gratifying it is to 
report that without exception the 
various advertisers who are using 
window display installations success- 
fully have been able to show a de- 
cided bulge in their sales as the result 
of their window display programs. 

The Bureau’s organization has been 
solidified from month to month, and 
with the increasing volume of busi- 
ness that it has been handling it will 
be further able to build up its organi- 
zation to the point where the efficiency 
with which it has been operating will 
be steadily improved. 

We believe in window display ad- 
vertising ; we believe it is industry’s 
advertising ; we believe it is industry’s 
greatest sales weapon; but we know 





there is much to be learned about it. 
We are now seeing that our vision 
years ago in attempting to so organ- 
ize the business of installing window 
displays so that a complete national 
campaign could be handled through 
one agency and one office was not a 
mere will o’ the wisp, but a sound 
theory that was workable and prac- 
tical. We have labored hard, we have 
encountered many obstacles, but we 
know that we have won the battle and 
that those advertisers who had the 
courage to investigate our proposition, 
and who finally yielded to our solici- 
tation, have profited greatly and have 
much to be thankful for that such an 
organization as ours exists. 

We are happy, too, that the Win- 
dow Display Advertising Association 
is making such splendid progress, be- 
cause they have the opportunity of 
clearing up some of the confusion 
that exists regarding the window dis- 
play medium. They are making prog- 
ress in bringing to light the facts re- 
garding window display, which will 
be a valuable addition to the store of 
knowledge that has been accumulated 
on other forms of advertising. 

We close with the urge that all ad- 
vertisers endeavor to attend the asso- 
ciation’s fourth annual convention, to 
be held at New York City, Hotel 
Pennsylvania, October 4, 5 and 6. 





around your banner. 





WINDOW DISPLAY ADVERTISING ASSOCIATION 


GREETINGS! 


The Window Display Installation Bureau, Inc., and its associates 
extend their best wishes to the Window Display Advertising Association, 
which is to hold its fourth annual convention at the Hotel Pennsylvania, 
New York City, October 4, 5 and 6. 

Yours is a worthy cause and one that will have a great bearing on 
the efficiency of modern advertising practice. 
great work. May your conclave this year add impetus to your efforts, 
so that more and more of the country’s advertising brains may gather 


To those who have to do with sales and advertising promotion we 
say wholeheartedly, “Be sure to attend.” 


You have undertaken a 








FORT WORTH, TEXAS 


And Surrounding Territory Thoroughly 
Covered. Our Clients Always Satisfied. 


HUNTSMAN DISPLAY SERVICE 
3704 W. Seventh Street 


W. L. Huntsman, Manager 








CHATTANOOGA, TENN. 


The South’s Up-to-Date Display 
Service 


Hal Cady Window Display Service 
418 Cypress St. 


Hal Cady, Manager 








PHOENIX, ARIZONA 
“The Gold Spot of America” 


Windows Available for National 
Advertisers 


F. M. WILSON 
1934 W. Monroe Street 








SEATTLE, WASH. 


We Have the Locations You Are’ 
Looking for 


Danks Window Display Service 
303 Eastlake, Seattle 


Covering the State of Washington 








ST. JOSEPH, MO. 


Window Displays That Step Up 
Your Sales 


" CHARLES TEXTOR 
1618 Buchanan Avenue 








WASHINGTON, D. C. 


Capital Results in the Capital City 


WASHINGTON WINDOW 
DISPLAY SERVICE 
1317 New York Ave., N. W., 


C. W. C. Abernethy, Manager 











ALB ANY N Y And Eastern 
? e * New York State 
Complete Coverage 
Window Displays — Survey — Check Up 
Sampling — Distribution 
CAPITOL ADVERTISING 


688 Morris St., Albany, N. Y. 
Joseph B. Carey 
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MINNEAPOLIS, MINN. 


A Display Service for National 
Advertisers 
Tri-State Window Display Service 
116 S. 4th St. 
H. Brooks, Manager 








DETROIT, MICH. 
Entire State of Michigan and Toledo, O. 


Detroit Window Display Service 
438 E. Woodbridge St. 


R. V. Wayne, Manager 





COLUMBUS, OHIO 


Your Satisfaction Means Our Success 


F. ALTMAN & SON 
415 S. Third St. 


George Altman, Manager 


KANSAS CITY, MO. 


Established and Reliable Display Service 


STARK DISPLAY ADV. SERVICE 
2828 Olive Street 


W. A. Stark, Manager 





CINCINNATI, OHIO 


Hamilton, Dayton, Springfield and the 
Complete Cincinnati Trade Market 


Window Display Service of So. Ohio 
22 Pickering Bldg. 


Walter G. Vosler, Manager 





CLEVELAND, OHIO 


Covering the Cleveland Market and 
Erie, Pa. 
WHITMER DISPLAY SERVICE, Inc. 
1405 St. Clair Ave. 
George E. Dugdale, Manager 





S00 C 





OUR SERVICE IN BRIEF 


Guaranteed Window Display Installations in Over 


ITIES 


Throughout the United States 
by Dealing Only With 


ONE OFFICE 


We install window displays through local asso- 
ciates for national advertisers in any quantity 
on any product in one city or number of cities 
anywhere in the United States. 


We guarantee first-class quality installation 
work according to set specifications. 
advertiser of detail; saves time and money 
through many exclusive and helpful features. 


Relieves 





Complete Portfolio of Information Sent on Request 





22-24 Pickering Building 











Window Display Installation Bureau, Inc. 


The Window Displays of the Nation from Coast to Coast 
Executive Offices 


Cincinnati, Ohio 


CHICAGO, ILL 


Reliable and Prompt Display Installations 


CHICAGO WINDOW DISPLAY 
INSTALLATION SERVICE 
179 N. Wells St. 


M. J. Latz, Manager 


PHILADELPHIA, PA. 


A Complete Window Coverage of This 
Prosperous Territory 
SAMUEL J. HANICK 
1214 Race St. 








BUFFALO, N. Y. 
Niagara Falls, Tonawanda, Lockport, 
Lackawanna and Rochester 
WINDO-CRAFT DISPLAY SERVICE 
32 E. Genesee St. 

E. Preston Browder, Manager 


INDIANAPOLIS, IND. 


Complete Coverage for National 
Advertisers 


PIONEER DISPLAY SERVICE 
113 S. Capitol Ave. 
Fred W. Weber, Manager 








AKRON, OHIO 
My Service in Conjunction With Your 
Business Will Be a Big Success 


HENSAL DISPLAY SERVICE 
534 Parkdale Drive 


S. V. Hensal, Manager 





LOUISIANA—ALABAMA 
MISSISSIPPI 


Display Service for the South 
Drug and Grocery Trade 
NALL & NALL 
Box 355 
539 S. Front Street, New Orleans, La. 








PITTSBURGH, PA. 


Get Into This Big Market 


ARCEE VEE DISPLAY SERVICE 
2638 Fifth Ave. 


R. C. Vaughn, Manager 


BOSTON, MASS. 


Maine, New Hampshire and Vermont. 
Every Installation Guaranteed Satisfactory. 


New England Window Display 


Service 
161 Massachusetts Avenue 
Herbert M. Copellman, Manager 


JACKSONVILLE, FLA. 


Specialists in All Branches of 
Window Display 


WALKER DISTRIBUTING CO. 
34 E. Union St. 
H. S. Walker, Manager 


SAN ANTONIO, TEXAS 


Complete Window Display Service for 
National Advertisers 


HIGHT DISPLAY SERVICE 
311 South Alamo St., P. O. Box 612 
J. M. Hight, Manager 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 












DISPLAYS FOR NEW ENGLAND 


WRITE FOR OUR DETAILS 


New England Window Display Service 


161 Massachusetts Avenue, Boston, Mass. 
“The Service That Pays” 


CINCINNATI 


AND SURROUNDING TERRITORY 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO— 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau, Inc. 


PHILADELPHIA 


A first-class window display campaign will put your product on 
the map, boost sales and increase distribution. We can show real 
results in Philadelphia and surrounding points. Capacity 1,000 
displays per week. Write for list of satisfied clients. 


Window Display Dept., 
THE REUBEN H. DONNELLEY CORP. 
1214 Race Street 


CHICAGO 


Chicago Window Display Installation Service 
179 N. Wells St. Chicago, Ill. 


An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 


Associate of Window Display Installation Bureau, Inc. 


LOUISVILLE 


An experienced display service to take care of the 
needs of the national advertiser. Standard and indi- 
vidual window display installations, booths and floats. 


LOUISVILLE WINDOW DISPLAY CO. 
1030 S. FIFTH ST. LOUISVILLE, KY. 

















Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 


SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE 
1405 St. Clair Avenue Cleveland, Ohio 


PIONEER DISPLAY SERVICE 
FRED W. WEBER 
INDIANAPOLIS, IND. 


A complete Merchandising Service put on in conjunction with 
vour display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better 

Business Bureau. 
Offices: 824 CONTINENTAL BANK BUILDING 
Member Window Installation Bureau. 


FRANK DISPLAY ADV. SERVICE 
Ogden FRANK J. VAUSE, Mgr. » Utah 


A modern up-to-date display service equipped to give immediate, 
first-class service to National and other Advertisers in the 
Northern part of UTAH and Southern IDAHO. Write for data. 


QUALITY AND SERVICE 
Best of Reference. OFFICE: 568 CHESTER 














Fort Worth 


’ COOPERATING WITH NATIONAL ADVERTISING AND 
DISPLAY AGENCIES 





REMEMBER—Quality and Service Count “Always” 


DETROIT WINDOW DISPLAY SERVICE 


438 E. WOODBRIDGE ST. DETROIT, MICH. 
R. V. WAYNE, Pres. 


Doing business for over 100 well known Manufacturers.. We cover 
the entire State of Michigan and Toledo, O 


Associated with Window Display Installation Bureau, Inc. 


Morey Decorative Studios 
DISPLAYS 
DESIGNED—BUILT—INSTALLED 


DAVID A. MOREY, Pres. 
Instructor Window Decoration—Boston University 


DISTINCTIVE DECORATIONS 
135 Columbus Ave. Boston, Mass. 


J. D. WILLIAMS DISPLAY SERVICE 
509 South Franklin St. Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 











CHICAGO 
ACME DISPLAY SERVICE, Inc. 


538 S. Dearborn Street Chicago, II. 


An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 


“Window Dispiays That Sell Merchandise” 





LOS ANGELES 
And Southern California 


A better Window Display Service for manufacturers, covering 
all Drugs stores in Southern California, every two weeks. 
Address all communications to 
WESTERN WHOLESALE DRUG COMPANY 
SECOND AND LOS ANGELES STS. LOS ANGELES, CAL. 
Fred E. Ussher, Manager Window Display Service Department 











WINDOW-DISPLAY-SERVICE amar 
Oo G. Johnson ieee 
hmond St. r 

gprontse gh 








Display Services 


If you are not listed on this page, you are 
overlooking a big opportunity to promote 
your business. 


This is the only market place available for 
the national advertiser to locate the respon- 
sible display service company in your city. 


Let him know you are seeking his business 
and can execute it satisfactorily. Write the 
advertising department and arrange for rep- 
resentation beginning with the October 
issue. 


Address Advertising Department 
The DISPLAY WORLD 
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Notes gas Display Service Field 
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Addition to their fleet of two new Chevrolet trucks let- 
tered in gold leaf has enabled the Paul E. Black Display 
Service, of Herrin, Il, to extend the scope of their work. 
They are now covering all of southern Illinois and are add- 
ing St. Louis, Evansville, Ind., and Springfield, Ill., to their 
field. K. Keith, a crepe paper expert, recently joined the 
staff and his work is proving very satisfactory to service 
clients. 





F, Altman & Son, Columbus, Ohio, announce the addition 
to their display staff of Jack Levy, who formerly operated the 
Palette Display Service, Charleston, W. Va. This increases 
their display personnel to three experienced displaymen and 
the volume of work is surely keeping them busy. 





N. J. Hammond, who formerly operated a display service 
at Fresno, Cal., has re-entered the business at Modesto, where 
he is furnishing a window display and show card service. 
Headquarters have been established at 115 Kimble Street. 





The only display service organization in Lorain, Ohio, is 
operated by James J. Howard, 2818 Pearl Avenue. Their 
work is principally in window dressing for local firms, but 
they are in position to afford good service to national adver- 
tisers. Lorain is a hustling industrial city, with thirty drug 
stores and 250 groceries. 





G. P. Juel has opened show rooms at Indianapolis, Ind., 
where he will represent and have on display the complete 
line of decoratives manufactured by the McCallum Decorative 
Corporation, Pittsburgh, Pa. Mr. Juel is well known as a 
traveling representative for one of the leading decorative 
houses, and his friends will wish him success in his new 
venture. 





Barker Display Syndicate, Inc., Milwaukee, Wis., announce 
their removal to larger quarters at 485-487 Sixth Street. This 
move has been necessitated by their growing business. 





Paul McKenna, Newton, Iowa, has turned his Omaha dis- 
play contracts over to the Omaha Outdoor Adv. Co., and has 
become display manager for the Iowa Mercantile Co., Newton, 
Iowa 





H. L. Nowlin Co., Inc., the well-known sign concern at 
119 N. E. First Street, Miami, Fla., has established a window 
display department in charge of an experienced and capable 
displayman. They are in position to render a complete dis- 
play service to both local merchants and national advertisers. 





Paul D. Crowl, Rocky Ford, Colo., maintains a service 
for local merchants which has been making good headway. 
In a recent letter he says: “I want to mention the displays 
installed for two creameries. These were advertising ice 
cream and were installed for the creamery operating in my 
home town. A few days later I had a call from the creamery 
operating in a neighboring town, but having one customer 
here who asked them for a window display. 

“Another display I wish to mention was for a clearance 
sale put on by a clothing store where I take care of the w:n- 
dows. The ‘boys’ wished to dispose of their summer mer- 
chandise and were willing to allow a substantial discount, 
but did not wish to have the atmosphere that most sales 
carry. They took considerable time in getting out a bill that 
would carry the idea they wished to convey and I took spe- 


cial pains with my cards, having them as nearly of one style, 


both for the store and window as I possibly could. I tried 
to have window displays that would convey the idea of quality 
just as strongly as I would want to in an opening display. 
The results were gratifying for some lines were completely 
closed out, while the others were practically disposed of, and 
the boys are more strongly sold on window displays than ever.” 











Wrought Iron Combined With Gold Mirrors 
By The Cyrille Steiner Studios 





Newest Display Sensation—Gold Mirrors 
Plain and in Combination with Wrought Iron 


Also Hand Made Flowers and Ferns That Vie with 
Nature’s Own Art 


CYRILLE STEINER STUDIOS 
| 236 WEST 55th STREET, NEW YORK CITY 
hd al! 


























The F'ountain Air Brush 


Kor Show Card and Sign Writers 
Easy to Handle and in Order 
Ask Any One of 20,000 Users 





Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGO 























STROKE BRUSHES WRITE 
FOR 


AND SIGN PAINTERS COPY OF 


Our Free Catalog No. 24 
DICK BLICK CO. 


BOX 437-D GALESBURG, ILL. 


FAMOUS MASTER 
















Show Card Writers and Window Trimmers 


Mayer Brushes and Moist Water Colors Give Con- 
tinuous satisfaction. We invite your correspondence. 


Address JOSEPH MAYER & CO. 
25 East 14th Street New York, N. Y. 
practical method. No special ability 


Lear needed. Student R. A, Hart wrote while 
learning, ‘‘I make $2.00 an 
hour in spare time,’’ Ray 
Underwood wrote: *‘I wake 
$25 to $35 a day.’ 


GET FREE BOOK. FE 
to ¥ CURDS Clever pising amazing opportunities 


o make mone ht in prose 
~—s neighbo: oney right i b 











y. LearnShowCardWriting. 
oy ‘Whileyou learn. Amazing complete, 





WASHINGTON SHOW CARD SCHOOL —— YE 
1117-1Sth St., N. W. Washington, D. C. 
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The New Slaugenhoupt & Stryker Front—A Model Plan for 


Modern in Fixtures and Design 
New Slaugenhoupt & Stryker Store Equipped with 
Latest Type of Windows and Show Cases 


By C. V. LAKE 
Display Mgr., Slaugenhoupt & Stryker Co., Waynesburg, Pa. 


UR new store is modern in every respect, and is 

well suited to meet the demands of our customers. 

It consists of two floors, a first floor and a base- 

ment, both 130 by 38 feet. The walls are finished 

in cream and the ceiling in white, these colors reflecting a 

very soft light that brings out the true colors of the mer- 
chandise. 

The store fixtures were furnished by Prosseler & Son, of 
Pittsburgh, Pa., and are of gum wood finished in American 
walnut. Lighted displays are arranged over the infants’ 
wear silk underwear, stationery, gloves and toilet goods de- 
partments. 

Two rows of tables are arranged through the center of the 
store, affording a wonderful opportunity for displaying piece 
goods, hosiery, etc. The millinery department extends across 
the store just beyond an arch that separates it and the ready- 
to-wear-departments from the rest of the store. The cases and 
mirrors in this department are indirectly lighted. 

The ready-to-wear section is equipped with dust-proof 
cases, with hanging space for garments, two triple mirrors 
indirectly lighted, fitting rooms and work rooms. The office 
is in the rear of the store. 

The stairway leading to the basement is seven feet wide, 
affording plenty of room for passing; in fact, the main idea 
carried out over the entire store is to have adequate room for 
comfortable shopping. The lighting of our basement is mod- 
ern in every respect, giving an absolute daylight effect. Our 
rug department occupies over 3,600 square feet of this floor, 
and is very exceptional for a town of this size, stocking such 
makes as Whittalls, Bigelow-Hartfort, Hartfort Saxony and 
other more inexpensive good quality rugs. This department 
has proven very successful, doing an excellent business. Other 
departments on this floor are window shades, stocking all 
standard colors and sizes; trunks and hand luggage, and a 


Women’s Apparel Shop Operating in the Snialler Cities 


curtain and drapery department, offering the people of our 
community an excellent service in the making and hanging of 
curtains and draperies. A shipping and receiving room is 
located in the rear of this floor and opens on the alley. 

We have an arcade front with two side windows extend- 
ing back twenty-six feet and five and one-half feet deep, an 
island case five feet by eight feet, and a small case between the 
two entrance doors five feet by three and one-half feet. The 
backgrounds are of gum wood finished in Circassian walnut, 
with a scored mirror on each side of a center, designed with 
two small doors, arched top, and hung with black velour. 





REMINGTON ARMS CO. CONTEST IN OCTOBER 

Remington’s Sportsmen’s Week, October 17 to 22, comes 
at the height of the hunting season and about the opening.of 
the trapping season. This means that it provides a splendid 
sales opportunity for both hunting and trapping equipment. 

That each contestant may have a chance to win one of 
the big money prizes and not be handicapped by the size or 
location of his store, the $5,000 will be divided into three 
classes: One group is confined to merchants in towns of not 
more than 3,000 population, another to merchants in towns 
between 3,000 and 6,000, the third in towns of more than 6,000. 
In each group there will be a first prize of $100, two second 
prizes of $75 each, three third prizes of $50 each, six fourth 
prizes of $25 each, and fifty prizes of $10 each. In the group 
of small towns there will be 120 prizes of $5 each; in the 
other two groups 100 prizes of $5 each. 

A new feature to encourage hardware and sporting goods 
merchants to participate is the fact that Remington offers 
four doliars to every merchant who submits a photograph of 
his Remington window display, complying with the condi- 
tions of the contest. Every merchant who participates MAY 
receive one of the big money prizes; EACH WILL RE- 
CEIVE four dollars. This four dollars is offered all who 
conform with the rules of the contest and is expected to 
defray the cost of photographing the window display, which 
expense Remington is willing to guarantee in order to induce 


-more retailers to take an active interest in their window dis- 


plays. Should a merchant win a cash prize, the four dollars 
will be deducted from his award when announcement is made. 
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SIGNS OF THE TIMES 


Christmas Splendor is 
Reflected in 


Mirror Mosair 


lis Sparkling Radiance Will 
Attract Your Christmas Trade. 
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A beautiful stock line of Mirrored Xmas 
Wreaths, Candle Braces, Santa Claus 
Heads, Xmas Trees, Mirrored Vases, Mir- 
rored Screens, Revolving Mirrored Balls, 
and general Xmas Decorations. 
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will announce the result of 

| the 5th Show Card Contest 

of 1927 and show repro- 

ductions of the winning 
show cards: 
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OTHER OCTOBER ISSUE FEATURES: 


Pacific Utility Company Increased Sales with 
Cut-out Background Displays.—E. A. Reels 


Theatres Lend Themselves to Good Art, Says 
Manager Royal of Keith’s—Jack Donahue. 
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* Cumulus Variety of Clouds Makes Most Inter- 
esting Study.— Manuel Rosenberg. 
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‘“Ehrig of Brooklyn” is Familiar Phrase to New 
York Lettering Fraternity —R. E. Brenner. 
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Stage Settings for Holiday Window Displays 
Profitable Specialty for Card ‘Men. 


This selection is a leaping crystal deer, 5 ft. 
high, 514 in. wide. It is most effective in design 
and brilliancy and will fit in with your general 
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erful Sales Value. —K partments. The entire surface is completely $s 
Vision of C. T. Frykman Makes Great Na- a covered with small pieces of mirror. 4 
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tional Show Card Service Possible. Xe % 
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Wonderful Night Displays Created Under 
Colored Spotlight Reflectors 
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SIGNS OF THE TIMES, Cincinnati, Ohio 


Headquarters for Literature on Show Cards and Signs 
SUBSCRIPTION ORDER BLANK 
SIGNS OF THE TIMES, Cincinnati, Ohio. Sept., 1927. 


Enclosed find $3.00, for which send me SIGNS OF THE 
TIMES for one year. ($3.50 in Canada.) 
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Special attention given to individual win- 
dows, toy departments and exterior Xmas 
displays. 
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Catalog Sent Upon Request 


ALEX HALL STUDIOS, Inc. 


315 West 47th Street New York City 
Telephone: Longacre 7036 
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SILK SCREEN 
PROCESS MEN! 


Snappy, hand-lettered effects by silk screen 
method produced in one-tenth the time. NO 
cutting in, no expensive fillers or chemicals. 
Letter your screen exactly as you would 
a show card, with brush or pen, and start 
printing in fifteen minutes. This remark- 
able new process enables you to get with 
the greatest ease, snappy and graceful 
effects hitherto considered too difficult or 
impracticable by the cutting-in method. 
Positively not a photo process, but is the 
adaptation of certain fundamental, scien- 
tific lithographic principles to the art of 
process printing. A comprehensive, per- 
sonal letter of instruction, by an expert, 
including unlimited consultation on screen 
matters, $5.00. So simple and economical is 
this method that you can make money on 
lots as small as fifteen prints using it. 


PREMIER ART WORKS 
40 Ross Street Brooklyn, N. Y. 


WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 


SHOW CARD OUTFITS 


THE SHOWCARDER supplies the inex- 
perienced with the newest up-to-date 
materials in stencil form for lettering 
signs, price tickets, streamers, banners. 
No complicated scaling systems, no un- 
necessary weight. Patented March 16, 
1926. Adopted by leading chain store sys- 
tems to replace cumbersome, old-style 
outfits formerly used. “Paid for itself 
many times over.” “Turns out signs as 
good as a professional. ” “Rasily surpasses 
my old outfit in style and speed.” “I get 
duplicate orders for signs without ever 
asking for them—thanks to my Show- 
carder.” Folder explains everything. Write 


for it. 
SHOWCARDER, INC., 
University at La Salle St. Paul, Minn. 














Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further pai- 
ticulars and copy of new Catalog ‘“‘G’”’ upon 
request. The Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 








FOR SALE—See illustration, page 69, Feb- | 
ruary Display World, of the heavy fleece- 
lined Jersey cloth window sock for deco- 
rators. 75c pr., $4.25 half doz., $8.00 doz., 
postpaid. An ‘elastic band is taped and 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. . Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Cal. 











Big Snaps in Special Close-Outs---Ready-to-Letter Christmas Show Cards 


Every season we find it desirable to discontinue certain designs in our Christmas Ready-to-Letter Show Cards and 
Price Tickets, and this makes it necessary for use to close out all discontinued lines at sacrifice prices. 
We have arranged a number of assortments that will meet the need of most any size store. Remember, the cards 
offered at these close-out prices are of the same quality and workmanship as the regular line sold at much higher prices 
and advertised on pages 41, 42, 43 and 44 of this magazine. 








Assortment No. 1—Price, $5.00 
Total, 207 Cards 


Size Quantity Size 
2354 x 3% 25 7x1l 
31%4x 5% 100 11x14 
5x7 12 9x19 

14x 22 


Quantity Size 
25 2344 x 3% 
25 3% x5 
10 SY4x7 
10 


Assortment No. 3—Price, $10.00 
Total, 530 Cards 


Quantity Size Quantity 
7x11 100 
100 11x14 50 
50 9x19 15 
14x22 15 

















Assortment No. 2—Price, $7.50 | Assortment No. 4—Price, $15.00 
Total, 345 Cards 








Total, 850 Cards 














Size Quantity Size Quantity Size Quantity Size Quantity 
25% x 3% 100 74%4x11 50 234. x 3% 300 7x11 100 
3% x5 100 11x14 50 34% x 5% 200 llx 14 100 
5x7 25 9x19 10 5x7 100 9x19 25 

14x 22 10 | 14x 22 25 

Assortment No. 5—Price, $25.00 

Total, 1,700 Cards | 

Size Quantity Size Quantity | 

234 x 3% 500 7x11 200 | 

a2 x37 500 11x14 = | 

54x 200 9x19 0 | 

14x 22 50 | Prices, F. 0. b. Cincinnati 








These Special Assortments Also Afford a Wonderful Opportunity for 
Resale to Merchants by Display Service Men and Show Card Studios 


THESE ASSORTMENTS OFFERED SUBJECT TO PRIOR SALE—ORDER NOW! 
Cash With Order If Not Rated in Dun’s or Bradstreet’s 


LACKNER PRINTING CO., Lackner Bldg., 21 W. Pearl St.,,Cincinnati, Ohio 
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FOR SALE 


Messmore Damon Polar 
Bear Drummer 
Stands five six high. Cost $350; 


new last Christmas. Will sell 
$175, motor included. 


L. S. AYRES & CO. 


Att. Display Department 
Indianapolis, Ind. 





EXTRA MONEY 
Made Easily and Quickly 


Fixture, Decorative Salesmen, Display Service Men, Show Card Studios, 
and others selling to the retail trade will find it highly profitable to repre- 
sent the Lackner line of Christmas Ready-to-Letter Show Cards, Price 


Tickets and Window Cut-outs. 


You merely take the order we bill and ship direct and pay attractive com- 
missions promptly. You must write now to get this line, as we need only a 
limited number of men to dispose of our capacity output. Write at once to 


LACKNER PRINTING CO. 


Lackner Building, 21 W. Pearl Street 


Cincinnati, Ohio 








Window Decorating, Theatrical Scenepaint- 
ing, Pictorial Arts, Stage Cartooning taught 
by Mail. Practical, Exclusive, Inexpensive 
Courses. Real artists your teachers. Learn 
More to Earn More. Importers of Colored 
Theatrical Scenery Models. Send stamps 
for Illustrated Literature. The Enkeboll 
School of Fine Arts, Omaha, Nebraska. 





DISTRIBUTORS WANTED 
In all of the large cities to handle our 
leading canvas-covered factory forms. 
Liberal commission to capable men. Forms 
fully guaranteed as to shape and measure- 
ments. List prices on demand. 
S. M. Benjamin Model Form Co. 

18 West 21st St. New York City 





REPRESENTATIVES WANTED-—Sales- 
men, displaymen and agencies for most 
popular line of cut-outs, mannequins, val- 
ances and novelties that are retailing at 
extremely popular prices. Easy to sell; 
large earnings in little spare time. 


ANGLO DISPLAY FIXTURE Co., 
2486 W. 38th Street, New York City 








POSITION WANTED 


Window decorator, expert on crepe paper 
backgrounds, 8 years’ retail experience, 
married, age 34, now employed but desires 
change. Address 


Address “W. H. P.,” 
Care The DISPLAY WORLD. 








Rentals, Repairs, Exchanges, Purchases 
and Sales of Used Display Material in 
Good Condition from the Leading Depart- 
ment Stores of the New York City zone. 


Metropolitan Display Fixture Service 


32 E. 10th St. New York City 
Tel. Styvasent 9910 t 





REPRESENTATIVES WANTED 


Salesmen, Displaymen and agencies to sell 
widely advertised popular priced line of 
display fixtures. Liberal commissions paid. 
Write to 


COHEN & NATHAN CO., 























1108 Fifth Ave., Pittsburgh, Pa. 































E. J. Priddey, Johnstown, Pa., has just been appointed 
assistant manager of the Klein-Heffleman-Zollars unit of the 
Ross Stores, Inc., Canton, Ohio. Priddey has had a colorful 
career begun as an errand boy in Wanamaker’s Philadelphia 
store. Thirteen years after entering the store in this capacity 
he had advanced until he was in charge of the Chestnut Street 
windows and card writing and advertising for the store. He 
headed his own company in the decorating field for seven 
years and then served four years as president of the Queen 
Stores in Ohio. His next post was as general manager of 
Schwartz Bros., Johnstown, Pa. 

Paul W. Hamlin, formerly display manager for Neustadt’s, 
LaSalle, Ill., has assumed a similar position with McColm 
& Co., Muscatine, Iowa. This is one of the most modern 
stores in the Cornhusker State, having seven floors and a 
basement, and utilizing seventeen windows. Mr. Hamlin 
went to Chicago immediately after taking over the depart- 
ment and contracted for decoratives for his fall opening 
windows. 





R. E. Riha has assumed charge of displays for the Cun- 
ningham Drug Co., Detroit, succeeding Harold Huff, who 
recently resigned. He is constructing some interesting win- 
dows, among the outstanding creations being a cigar display 
in which a giant perfecto, several hundred times the size of 
the ordinary cigar, was the principal feature. 

A. P. Drees, display manager for the Harris Dry Goods 
Co., Olympia, Wash., is one of the winners of the monthly 
display prizes offered by the H. W. Gossard Co., manufac- 
turers of Gossard corsets. Louis E. Sitner, display manager 
for the Boylan-Pearce Co., Raleigh, N. C., is another winner. 





Guy H. Reeder, display and advertising manager for the 
J. L. Mimnaugh Co., Columbia, S. C., has left for a trip to 
New York and New England for ideas to be used during the 
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opening of the Mimnaugh store after completion of their new 
front. This will be ready for usage early in September. 





David P. Smith, display manager for B. F. Schlesinger 
& Sons, Inc., Oakland, Cal., has resigned his position to 
accept the post of buyer and merchandise manager for the 
ready-to-wear department of the Falk Mercantile Co. Ltd., 
Boise, Idaho. He was formerly display manager for this 
store. Smith distinguished himself last year by winning the 
Kotex window contest, receiving the largest prize ever cap- 
tured by an American displayman. 





Eugene S. Cowgill, secretary of the Birmingham (Ala.) 
Display Club, and display manager for J. Blach & Sons, had 
the misfortune to break his arm on August 7 while at a 
picnic. The injured member is regaining form with rapidity, 
and Cowgill asserts that the accident has not interfered with 
performance of his routine duties. 





Down at Sharon, Pa., the displayimen’s club mush ball team 
is wreaking havoc on competitors for honors in a twilight 
league. All of the fellows are playing phenomenal ball, but 
now and then one rises a little above the horizon. Thus the 
sport writer of one of Sharon’s papers names Jack Snedden, 
club secretary, the real star of a recent game, with five put- 
outs to his credit. Jack was too modest to tell the story, but 
“ve editor” found it in a long clipping reporting the game. 





M. F. Hershey, display manager for the Stewart Dry 
Goods Co., Louisville, Ky., spent his vacation in Canada 
touring the eastern provinces by auto. The return was via 
the state of New York and New York City. 





William R. Noren, formerly with the L. S. Donaldson 
Co., Minneapolis, is the new display manager for the Pelletier 
Co., Sioux City, Iowa. He is now supervising remodeling of 
the Pelletier windows. 
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Display Club Chronicles 


(Continued from page 74) 




















Lest we forget, the officers and members of P. A. D. M. 
wish to thank the superiors of the “Metropolitan Display 
Club” for the kind invitation to their supper meeting to be 
held in September... We are all more than glad to know that 
true fraternal feeling is all there, and are looking forward 
to be able to reciprocate. 

DAYTON, OHIO 
Reported by Everett Quintrell, President 

Dayton displaymen have suspended meetings for the re- 
mainder of the summer and will get together early in the 
fall for the first meeting of the winter months. The date 
for this gathering has not yet been set. 





SHARON, PA. 
Reported by Jack W. Snedden, Secretary 


During our summer recess of club activities, the Sharon 
Club has gone in for sports. Two months ago the Sharon 
Herald, a local newspaper organized what is called the Recre- 
tion League which is popularly known as the mush ball 
league. There are six teams in .the association, namely, 
Westinghouse, Sharon Herald, New Telegraph, Wilson’s 
Store, McDowell National Bank and the Sharon Displaymen. 
The schedule was made up for ten games, of which one game 
was played each week by each team. After the ten games 
were over the players were enjoying the game so much that 
it was voted to add another series of five more games, making 
five more weeks of it, and, let me tell you, the Sharon dis- 
playmen are the talk of Sharon in more ways than their club 
activities. We are real mush ball players. We have won 
four games out of the five in this series, and are tied for 
first place, giving us four games won and one lost. Next 
week we play our last game to decide the championship. If 
we win that game and the other team, the “News-Telegraph,” 
loses their’s, we will be in first place and will win the series. 
If we both win, we will be tied, and will play off for the 
championship. So from now on I shall keep you posted on 
the city’s greatest ball team—the “Sharon Displaymen.” 

Line-up of the Displaymen’s team: Bill Watkins, captain 
and pitcher; George Kirsch, catcher; J. A. Stark, manager 
and first base; Thomas Lyons, second base; George Wire- 
stock, third base; M. Greenlund, shortstop; R. L. James, 
center field; J. W. Snedden, left field; A. C. Kaufman, right 
field. Substitutes: Wm. Cusick, L. H. Berger, George Gal- 
lagher, Bob Duffee and Wm. King. 

The Sharon displaymen swept aside the last obstacle to 
the pennant in the Recreation League series on August 29, 
when they defeated the McDowell National Bank team by 
the decisive score of 20 to 8. 





NOTED STAGE DESIGNER TO SUPERVISE DISPLAYS 


Desire to spotlight their merchandise in much the same 
manner as the star of a Broadway production is spotlighted, 
has caused Franklin-Simon & Co., New York Department 
Store, to retain the services of Norman Bel-Geddes, designer 
of the stage acts of “The Miracle’ and other productions, to 
design and execute the settings for their windows. 





FERRYMAN CREATING CHRISTMAS NOVELTIES 
Some notable Christmas and toy displays are being created 
by the Ferryman Art Studio, 36 West Thirty-third Street, 
New York City, for premier local and national stores. Owing 
to the unusual art instilled in these holiday attractions a 
limited time is available for additional orders. 





Samuel Pollack, 1777 Ocean Parkway, Brooklyn, N. Y., 
connected for a number of years with prominent department 
stores, has opened a free lance display service at the above 
address. He specializes in women’s apparel and infant wear 
displays. 
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Yours for the Asking! 


INDOW DISPLAY differs from every 

other proven advertising medium 
in that you pay only for the display but 
rarely for the space it occupies. Yet that 
space is the most valuable of all places for 
your advertisement. 


A national chain of tobacco shops re- 
ports that of every $10,000.00 it spends 
in store rentals, $7,000.00 is figured as 
representing store window value. 


The competition for the dealer’s 
window is keen. Not merely do you 
compete with similar products but with 
every other item in the store. When you 
ask the dealer for the use of his window, 
you must give a reason—the most po- 
tent of which is a sales producing idea— 
one that will actually bring more people 
into his store. 

Advertisers no longer 
consider window dis- 
plays as mere dealer 
helps, but as an actual 
producing advertising 
medium measuring its 
effectiveness largely by 
their success in getting 


displays into windows of stores selling 
their products. 


In this day of keen merchandising, 
when every medium must produce re- 
sults, Window Display advertising on 
actual checking and investigation, is 
daily proving itself one of the strongest 
sales stimulants. But it must be handled 
with the same skill and experience as 
the other proven media. 


The Einson-Freeman organization 
with its quarter-century experience in 
window display advertising is daily help- 
ing manufacturers and advertisers to 
successfully ask for this valuable space. 
Einson-Freeman’s knowledge of window 
display as a medium—as a profit-produc- 
ing medium—makes a story that every 
manufacturer whose sales outlet is through 

the retail store should 
hear at first hand. When 
are you going to ask 
for the story? 


Visit our Exhibit Booths 
24, 25 and 26 at the Win- 
dow Display Advertising 
Association Convention, 
October 4, 5 and 6, Hotel 
Pennsylvania, New York. 


EINSON-FREEMAN CO. Inc 


Lithographers 


OFFICES AND COMPLETE MANUFACTURING PLANT 


511-519 East 72nd Street - New York City 
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Adler-Jones Decoratives are daily helping to open new 
accounts for thousands of stores in every city in America. 


They lend the seasonable appeal to the merchandise. They 
are the impelling factor in stopping the passerby to view 
the merchandise you have on display. 


A display of merchandise without an audience can not 
accomplish its purpose. Decorations properly used and 
wisely selected will gain that attention. This has been 
proven by progressive stores. 


Why not let Adler-Jones Decorations be the key that will 
open the way to gain the attention of the prospects that 
are daily passing your store without looking? A small in- 
vestment will pay big dividends. 


is the Adler-Jones catalog of individual decorations. It’s 
not too late to get the October business that is still pend- 
ing. Write for your copy—it’s free. 


The Adler-Jones Co. 


649 South Wells Street 
CHICAGO 
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